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Rough Proofs 


Probably there’s nothing in a 
name, but anyway Gene McCaig 
points out that the winner of the 
$25,000 prize in the Pabst Brew- 
ing contest turned out to be a man 
named Stein. 
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Hotels have been ordered to cut 
down on the number of sheets and 
towels a guest may use, and from 
the standpoint of harried travelers 
that merely makes it official. 
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The typical passenger prefers a 
porter to a_ stewardess, a New 
York Central survey shows, per- 
haps because it’s so much easier 
to remember his name is George. 
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The Republicans plan to spend 
most of their $3,000,000 national 
advertising appropriation via the 
iir waves, no doubt convinced that 
their new radio voice is a mighty 
good Hooperator. 


Nghe; lle 


After presenting that puzzle 
about how to ferry a fox, a sheep 
und a cabbage over a river one at 
a time without leaving the fox 
alone with the sheep or the sheep 
alone with the cabbage, N. W. 
Ayer can avert a lot of impending 
nervous breakdowns by coming 
through promptly with the answer. 
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Advertising salesmen who have 
been doing such a good job on 
paper salvage shduld have no 
trouble from here on convincing 
the customers that their stuff is 
really good to the last shred. 


, 


workers informed of the progress 
of “The Allied Invasion,” and 
maybe OWI just hasn’t got around 
to telling them it’s a liberation. 
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If, as the ad assures you, Cadena 
Azul is the preferred station in 
Abana, Cooba, maybe you’d better 
start your postwar planning in 
Latin America by learning how to 
pronounce it. 
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Montgomery Ward lists such 
trifles as $5,950 diamond rings in 
its mail-order catalogs, but doesn’t 
say whether the orders are com- 
ng in from the opulent welders 
and riveters or the farmers’ hired 
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Single individuals don’t seem to 
have the income that families en- 
joy, Dr. Dewhurst reports in his 
Crowell-Collier market analysis, 
Which should be good news for 
discouraged spinsters. 


a 


_ Elizabeth Arden is now an en- 
husastie racehorse owner and 
creecer, no doubt hoping to find 
Sut 10w to assure fair-to-middling 

that smooth, sleek look of 
fe streamlined thoroughbred. 
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‘he Creative Man’s Corner, with 
i , ands or buts, provides our 
examples of bad layout and 
letely uninspired copy. May- 
€ producers use up all the 
san .or in the publicity depart- 
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‘ed Announces Fall Feminine 
Plans,” says a headline in 


1 mean that since shoes are 
at to get, they have developed 
“* appeal? 4 

Copy Cus. 


Ford Motor Company keeps. 
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FCC Query on Sale 
Price of Stations 


Poses Problems 


Prices Paid Called 
Out of Line with 
Records of Earnings 


ADVERTISED AMERICANS—Second in the series of "Billy Brand" strips the 

Brand Names Research Foundation is placing in the Hartford Courant is this 

pictorial history of highlights in the life of Thomas A. Edison, one of the 

famous Americans the foundation has selected for their influence on brand 
name advertising. 


Brand Foundation 
Comic Strip Plugs 
Advertised Names 


Pamphlets on 
Branded Books 
Also Being Planned 


Washington, July 26.—An en- 
tirely new phase in the campaign 
for radio legislation, this time with 
the FCC on the offensive, appeared 
to have opened today with an ap- 
" | peal from the Commission to both 

houses of Congress for assistance 
Ivory Contests! in its efforts to stop the spiral of | 
(Picture on Page 51) inflated prices for broadcasting | 

Cincinnati, O., July 27.—The| facilities. — | 
$25,000 war bond baby contest Maintaining that the law “is not | 
which Procter & Gamble is cur-|clear” on FCC duty or power to 
rently promoting on behalf of|disapprove of a transfer merely 
‘Ivory Soap is undoubtedly one of because the price is inordinately 
'the most unusual contests ever run | high, the Commission asked chair- 
| by an advertiser. man Burton K. Wheeler of the 

In the first place, while it natu-| Senate interstate commerce com- 


| 


Ivory Contest to 
Remind Public of 


reactions for Ivory soap, House group to “clarify” Congres- | 
requires no box top, sional policy on the subject. 
Whether the Commission expects 


New York, July 27.—In_ the|able 
Hartford Courant on July 23, a| entrance z hag 
jnew continuity strip character, | W’4@Pper, ‘reasonable facsimile” or Reo : h , 
“Billy Brand,” told in pictures the other indication of purchase; in| the clarification in the form of | 
| mes : : , |the second place, it is designed to | legislation, or in letters of advice | 
|story of the life of Eli Whitney, | ° cea F ae 
/New Englander who invented the | foster the sale of war bonds by |from the committees is still un-| 

| 


cotton gin and was the first to em- | inducing as many people as possi- | certain, nor were the Congressional | 
(Continued on Page 49) 


ible to cogitate on why “I think | principals ready to commit them-| 
|every wartime baby should own! selves. 
|war bonds,” the subject of the Throws 2a Bombshell 
| contest. 

But most unusual of all is that! From the standpoint of point 
ithe P&G baby contest is designed and counterpoint in the never-| 
‘to promote P&G contests in gen-| ending struggle for radio legisla- | 
‘eral, by keeping alive the con- tion, the surprise FCC move ap-| 


Beer Gets Into 
‘Post’ Ad, but 


lonly, and 


rally creates interest in and favor-|mitte and Clarence Lea of the 200,000,000 or 


| of aged whisky 


Ban Stays On 


Erickson’s publicity 


'tinuity of past prize contests which peared to have scored strongly, 


|the company has run, and thereby 
New York, July 26.—McCann-/|conditioning the public for the 
department | 


(Continued on Page 47) 


particularly since Chairman Fly 
has maintained that many of the 
(Continued on Page 49) 
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Whisky Holiday Brings 


Increased Promotion _—- 


Selling Copy Back 
as Retailers Get 
Larger Supplies 


New York, July 27.—Several 
major factors are undertaking new 
or enlarged campaigns, or more 
competitive copy appeals, as 91 of 
the country’s 98 registered dis- 
tillers return to beverage alcohol 
production in the August “holi- 
day” recently authorized by WPB. 

Anticipating an increase of 50,- 
000,000 or more gallons in bever- 
age alcohol 
stocks, some 
distillers also 
are increasing 
their rations 
to the trade. 

This amount, 
at current 
rate of de- 
mand, would 
suffice for a 
few months 


¢ ff Vedye 


leis chmanns 
PRE-WAR Cin! 


would not be- 
come drink- 
able for years. 
But it does 
permit the 
distillers to 
dip into their 


FIRST — Newspapers 
are being used now, 
: - for the first time in 
gallons 22 years, for 
Fleischmann's gin. 


more 


supplies, in- 
dustry execu- 
tives explain. It permits them 
better to fight both the black mar- 
ket in whisky and recent inroads 
on their business of other types of 
alcoholic beverages, such as West 
Indian rum. 


Other Holidays Possible 


Behind it all is the fact that the 
production holiday, for which the 
industry has been working for 
years, is at last a reality, and may 
become a forerunner to other holi- 
days as military alcohol needs are 
met. 


this week issued a story pointing | 


out that a Mack truck ad in The | 
Saturday Evening Post for July 22) 
indicates that this magazine “has 
partially relaxed its 46-year-long | 


advertising columns of liquor of | 
any sort.” 


truck with the words “beer and| Ryan, Chicago. 
ale” on it, and the copy also men-| named R & R. 
tioned beer. 
The Post points out that the pol- 
icy regarding beer, wine an 
liquor advertising still stands, but} 


vr -year~'0n® | Coolerator Account to Ruthrauff & Ryan lity of 
Policy forbidding mention in its) “Chicago, July 28—The Coolerator Company, Duluth, which will sell | Whiskies is the same as prewar. 
| electric refrigerators and home and farm freezers after the war, as 
The Mack ad showed a big red | well as ice refrigerators, has placed its advertising with Ruthrauff & 


Borden to Sponsor Show on Blue Net 
New York, July 28.— The Borden Company, for all products, will 
- ; hibi ~ | sponsor a series tentatively titled “Happy Island” on an undetermined near igi Jt : sgh er rose 
are ger pe alg mene ge mil number of Blue stations, starting Sept. 8, Friday 7-7:30 p. m., EWT. | est campaign in this medium since 


| Seagram this month (AA, July 


17) launched a campaign in 225 
Last Minute News Flashes |'newspapers, through Warwick & 


|Legler, emphasizing that present 
quality of 5-Crown and 7-Crown 


| Seagram’s newspaper expenditures 
currently are on a_ $100,000-a- 
|month basis, or about twice what 


Enameled Utensil Manufacturers Council has also| they were before the current cam- 


| paign. 

In the fail, Seagram’s Kessler 
division will resume newspaper 
advertising, primarily in Midwest 
and monopoly states, with its larg- 


| 1942. Calvert and Carstairs, Sea- 


| . | the calcium content of the product, runs through September. 
tion picture advertising, says | The Creative Man has 


ferring to these beverages. Anj| The show stars Ed Wynn on his first radio contract in seven years. 
Owens-Illinois Glass Company ad | The agency is Young & Rubicam. | 
in the Post of May 20, for exam- 


ple, also showed beer bottles. Davis Resumes Cocomalt Copy in Dailies | 
| Hoboken, N. J., July 28.—R. B. Davis Company, Hoboken, N. J., 
ie | suming newspaper advertising for Cocomalt for the first time in sev- 
What of Video? a | eral years, started this week with a schedule of 340-line or two 170- 


'line ads weekly in 55 papers from coast to coast. The drive, stressing 
Kenyon 


. | & Eckhardt, New York, is the agency. | 
some ideas, on Page 37. Plant L hes N C , 

: anters Launcnes ewspaper ampaign 

: - 

Other Features Wilkes Barre, Pa., July 28.—Planters Nut & Chocolate Company has 

| Adfolk in the Armed Forces 42| launched a 10-week campaign of cartoon-type newspaper ads in 21 


| Ad-libbing ifs 12| cities from Boston to New Orleans. Agency is J. Walter Thompson 
| Editorials ... 12; Company, New York. 

Feature Page 37 . 7 

Getting Sarai. 42, soretone Tested in Four-Way McKesson Drive 
| Information for Advertisers 12 Bridgeport, Conn., July 28.—McKesson & Robbins has begun a four- 
| In Washington 28| way test for Soretone for athlete’s foot, through J. D. Tarcher & Co.., 
| Obituaries 47| New York. The schedule covers small insertions in 2,600 small-town 
| Photographic Review 5||newspapers, medium-size ads in nine cities from the east to the 


| . : . . . 
38 | Rockies, large ads in Buffalo only, and one-minute spots on five radio 
|| stations. 


| Postwar Planning 
Rough Proofs 


gram affiliates, also are enlarging 
their programs. Calvert, through 
Lennen & Mitchell, currently is 
using 300 newspapers from coast 


re-|to coast. 


Trade Getting More 


Both Calvert and Carstairs have 
announced “substantially increased 
shipments” to the trade. Seagram 
itself, ADVERTISING AGE is told, 
“will expand quotas measurably 
on all brands.” Most drastic Sea- 
gram rationing has been done on 
the lower-priced, lower - profit 
items, such as Kessler 

Advertising plans of Hiram 
Walker, Inc., said Carleton Healy, 
vice-president, “call for upward 
adjustment of schedules,” through 
Sherman K. Ellis & Co. “It is now 
easier to forecast the resumption 
of competitive selling. From our 
copy we are dropping all reference 
to shortage. Of course, there will 
be no immediate abundance, but 


ae 


a “= ae vat 
; Pree Sea Saag L. =p 
ie. — <n a 7S) en 
peer, fs os Sao See: a) Bisa 
E.On Ht O ST. SERIAL RE DIES INL ee 
PAR) DELN 1337 BR. 9.94 | 
“we t oie of 
.s a FS is 
Eg : Ke 
SY “ r ——— Pe | 
Ir oS are : | j 
et x. ee — (oucai re. | 
eee een oe em CORNER OF & BOX CAR. ONE Der... > bo ey pn ns ne | 
1 3) "eS" GS see Soo) se 
i ly ee WE Py, oss || (ae 
4 | eee Ae 2 ee ES <j —_________ 
) may Ee er anl NS S| eae 
“a | Be. vs beer a ' ( ¢ = 7 t i” p) On 5 = 
2 4h > aK ia a SO [A WO) aN arate ; 
| 16 ice 3 CNS. SA | — 
. [ WESTERN UNION SENT OR Lam. | BOSON GOT $40,000 FOR THAT THERE IN THE NEXT SO vEaRrs, Buy, weer FY oy vem? —_ _— 
») Cee WHAT YOu Cr cans — - oT & woRD Out OF pe Bye A ara Noe conee, pS | inal 
| eq S| | PRR = || Sas Ss |p eee | | 
a & Was. YBN pe A Slee . 
+? C= » 2 A MINUTE? 1M ae | 7 
& Pema empl etd | aS iY era) yt | oe 
a N D | D qc a ANY | aa 
Le bb I | | i 
ae | 7 , = < : . sii : : : . . _ | 
; ‘ 
es - a”. , recs 
, , __ % \ — : - ~~ x _ 
~ | = = | 
4 | i : 
za = a 
ted te Poe 
a a 
| 
a 
. Pe 
RR ny 7 
Li : 
od A 
— a 3 | - 
i: fet: 
ae , , , “ = 
ape a 
. PC 
a pe ~?;? 
; ‘ 


ZAI)  & 944 


any implication of continued short-;ester bottled in bond and King | 


age would be misleading and it 
would not help toward closing up | 
the black market,” he added. 
Schenley executives report that | 
promotion plans are being devel- | 
oped, but are not yet ready to be} 
announced. 


protection for their brands. 


tillers were forced to adopt volun- 
tary rationing, is expected to be- 
come alive again with substantial 
release of whisky stocks during 
and after the holiday. 

National Distillers at present 
“plans no advertising changes” in 
connection with the holiday, said 
L. M. Hickson, general advertising 
manager. 


No Changes Planned 


Brown-Forman Distillers Cor- 
poration will make “no substan- 
tial change either in themes or 
schedules,” reported R. W. Moor- | 
head Jr., advertising manager. | 
“We will continue to run consist- | 
ent newspaper schedules in some} 
50 major markets, and will also| 
continue our color advertising in | 
leading magazines on Old For- 


Black Label blended whisky.” 
Park & Tilford, among other 
distillers, is considering “holiday” 
promotion plans. 
Coincident with renewed promo- 
tional activity on the whisky front, 


mann’s gin. 


Retains Bantam Account 

Carr Liggett Advertising Agency, 
Cleveland, handles the advertising 
account of the American Bantam 
Car Company, Butler, Pa., which 
was previously reported as going 
to M. H. Hackett Company, New 
York. The Hackett Company 
handles publicity only for Bantam 
Car. 


‘Oregonian’ Asks FM 

The Oregonian Publishing Com- 
pany, Portland, Ore., which owns 
and operates Stations KGW and 
KEX, Portland, has asked the FCC 
for a permit to construct a new 
FM transmitter in Portland. 


PRESIDENTS EAT 


—Wholesale! 


SPINACH 


The only difference between presidents and people is quantity. 


Presidents don’t buy a@ lathe; but they do set company 
policy on plant modernization; 


Presidents don’t pick the gage metal to use on the new 
model, but they do decide whether it shall be metal or 


wood or plastic; 


Presidents don’t send 


for “a fluorescent lamp,” but 


| 


| 


| 


|Fleischmann Distilling Corpora- | 
Both Schenley and Hiram| tion has just started the first news- | ] 
Walker are reviving “floor” price | paper campaign in two and a half|jaynched a summer advertising 
The | years and the largest trade paper campaign 

fair trade issue, dormant since dis-| campaign on record for Fleisch-|sherries and ports, probably the 


| spots and participations, and busi- 


| advertising is the Kleppner Com- 
| pany. 


| pointed 


| 


| olis office. 


Schenley Off on 
Largest Drive 
for Wine Imports 


New York, July 27.—Schenley 
mport Corporation this week 
for Gonzalez, Byass 
largest ever run by a wine im- 
porter, using newspapers, radio 


ness papers in selected markets. 
Featured wines are Aurora port 
and Ambrosia and Tio Pepe sher- 
ries. 

Ads of varying size, but not less 
than 400 lines, are scheduled for 
120 newspapers, while full pages 
in black and white will run in 
Cue, The New Yorker, Gourmet, 
and 30 trade papers. The radio 
schedule includes station-breaks, 
woman’s participations and an- 
nouncements averaging 24 per 
week, on 20 stations in Pennsyl- 
vania, Michigan and Alabama 
only. 

Departing from the usual wine 
advertising technique, the Schen- 
ley newspaper ads are illustrated 
with shadowy port and _ sherry 
glasses, captioned “More than wine 

. an adventure in living.” Copy 
includes a poetic description of 
“Wines that speak of earth’s de- 
lights, of perfect grapes and 
matchless skills, of strong, slow 
growth through dewy nights, of 
cherished vines on ancient hills.’ | 

Newly appointed agency to 
handle the Gonzalez, Byass wine 


McCann Names Taylor 
as Minneapolis Head 


Jackson Taylor, a vice-president 
and director of McCann-Erickson, 
who has been with the agency for 
to years in its 
New York office, 
has been ap- 
man- 
ager of the 
Minneap- 


Mr. Taylor’s 


this allotment of new irons over 


| to get one.” 


they do decide on better lighting; 


Presidents don’t telephone for “a barrel of oil for the 
machine shop,” but they do decide whether Shell or 
Socony or Texaco shall get 40°; 


Presidents don’t buy a@ car for the company, but they 
do decide whether salesmen shall operate their own 
cars, company-owned cars, or leased cars; 


Presidents don’t merely fold and save the morning 
newspaper, they organize plant-wide salvage. 


In everything from spinach to factories, presidents do things 
wholesale. They don’t always decide whether it shall be 
Warner and Swasey or Gisholt, General Motors or Chrysler, 
U. S. Steel or Bethlehem. They frequently decide the per- 
centage. They always decide the fundamentals. Fundamen- 
tals are determined by zdeas. And the one who sells them 
the :deas has a good chance of selling them the goods. 


Dun’s Review provides an ideal medium tor selling ideas. 
The magazine reaches 20,092 presidents and 33,567 other ex- 
ecutives, who inake the decisions for the leading companies 
in manufacturing (55°), wholesaling (26°), finance (9.7%), 
and assorted (g.3°%). 


Why not send for detailed circulation statement and evidence 
of unusual results secured by other advertisers? 


DUNS REVIEW 


Published by DUN & BRADSTREET, Inc. 
290 Broadway, New York 7, N. Y. 


CHICAGO CLEVELAND BOSTON LOS ANGELES SAN FRANCISCO 


| 


| 


| 


| 


| 


| most recent as- 
signment was 
as McCann’s 
chief of national 
research. Be- 


fore that he 
had been as- Jackson Taylor 
sistant to the vice-president in| 


charge of eastern operations, and 
an account executive on Bon Ami, 
Beech-Nut, Borden Farm Products 


and others. | 


Petrillo in Contempt | 

Judge Bardwell of Hennepin 
County, Minn., district court last 
week held James C. Petrillo, presi- | 
dent of American Federation of | 
Musicians, in contempt of court 
and issued a bench warrant for | 
him, after Petrillo wired each 
musician on the staff of Station | 
KSTP, Minneapolis, ordering them | 
to stop work. The court had pre- 
viously enjoined the musicians | 
from striking illegally and had | 
ordered them to abide by WLB| 
directives. 


Two Named Partners 
Arthur McClure and Philip 
Schuyler have been named part- 
ners in the public relations firm of 
Baldwin & Mermey, New York. 
Mr. McClure held various news- 
paper positions prior to joining 
B&M, and was director of public 
relations for Hudson Motor Car 
Company and for the Detroit 
Lumber Dealers Association. Mr. 
Schuyler was at one time associate 
editor of Editor & Publisher, and 
later was associated with Interna- | 
tional Telephone & Telegraph | 
Company and Postal Telegraph- | 
Cable Company. | 


Names Cuba Manager 


Wallace H. Goldsmith Jr. of the 
foreign division of McCann-Erick- 


| son, Inc., and formerly with Tide- 


water Associated Oil Company and | 
the National Association of Manu-| 


|facturers, has been appointed 


| manager of McCann’s new Havana 


| office to be opened Aug. 1. 


The 
agency now has five Pan-Ameri-| 
can offices, others being in Buenos | 
Aires, Rio de Janeiro, Sao Paulo | 
and San Juax, Puerto Rico. 


| the fighting fronts—aircraft 


|South Pacific—items 


ition of the dealers, 


Sunbeam Ads to 
Herald Release 
of Electric Irons 


Chicago, July 27.—Marking its 
resumption of household appliance 
production, halted two years ago 
when the nation concentrated on 
essential war output, the Chicago 
Flexible Shaft Company will an- 
nounce in full-page advertise- 
ments to appear Sept. 2 and 4, that 
its Sunbeam Ironmaster will be 
available at its dealers by the end 
of the month, 

Headed “A Plea for Patience,” 
the Sunbeam announcement will 
appear in Life and The Saturday 
Evening Post. It will explain that 
WPB, which allowed production 
of the electric pressing irons to be 
resumed June 15, did so “because 
this production would not inter- 
fere with the company’s war 
work,” 

“However,” the advertisement 
asserts, “many of you who have 
read in the papers that irons are 
actually being produced may be 
disappointed when you ask your 
dealer for one. There are not 
going to be nearly enough to go 
around. The quantity allowed by 
the WPB for civilians is actually 
only about 40% of the number of 
irons made in one normal year. 
And for two years there has been 
no regular iron production in 
America. When you _ distribute 


the country, it is estimated that 
only about one out of five persons | 
who want a new iron will be able 


One-Fifth of Demand 


According to A. E. Widdifield, 
advertising and sales promotion 
director of Chicago Flexible Shaft, 
the U. S. need for new irons can 
be estimated at 10,000,000. The 
actual number of irons authorized 
by WPB for civilians is 2,037,838, 
with 5,000 of that number to be 
of the steam type. 

“So if you are unable to get 
your Sunbeam lIronmaster right 
away, remember that armor- 
piercing shot for anti-tank guns on 
in- 
struments for bombers over the | 
like these 
have been holding first place at 
Sunbeam for Uncle Sam,” the ad 
says. 

Reprints will be made available 
to dealers for use in their stores, 
and simultaneously Sunbeam will 
begin publication of “Sunbeam 
News,” a merchandising publica- 
tion of four pages, 10% x 14”, 
which will be sent monthly to its 
40,000 dealers and distributors. 

Production of the new irons by 
Flexible Shaft will be done at its 
newly acquired Westville, IIl., 
plant, where an output of 1,000 
irons per day is anticipated. 


Previous Price Applies 


The irons will not be rationed. 
Sunbeam points out, however, that 
distribution will be at the discre- 
and says: 
“Dealers will no doubt wish to 
place the first limited shipments 
in the hands of those persons who 
need them most — the soldier’s 
bride, who is courageously trying 
to start a new home in wartime— 
the mother of a large family whose 
old iron is beyond repair—the 
war-worker housewife who wants 
and deserves a faster, easier iron 
to lighten her crowded hours.” | 

The advertisement adds that the 
irons will be sold “at the pre- | 
Pearl Harbor price of $9.95 at your | 
regular Sunbeam dealer.” 


Spiegel Buys Federal | 


Spiegel, Inc., Chicago, has pur-|} 
chased the Federal Outfitting Com- | 
pany, a chain of 20 credit houses 


|selling apparel and home furnish- 


ings on the West Coast. No per-| 
sonnel or policy changes are| 
planned. 


Kellner Promoted 


J. C. Kellner Jr., formerly | 
assistant manager of sales service 
at Servel, Inc., Evansville, Ind., | 
has been appointed acting man- 
ager of the department succeeding | 
the late Prescott B. Wiske. 


Advertising Age, July 31. 
Pinkham Resum. 
Magaziné Ads in 
All-Media Test 


Lynn, Mass., July 27.—Afte; », 
absence of seven years from m>>s. 
azines, Lydia E. Pinkham Me}. 
cine Company has prepared ; . 
four-color full page ads to app 
from September through Dec, 
ber in about 50 national ma; 
zines. The magazine series js p; 
of the company’s “media-testi; 
plan, which it has been conduc: 


during 1944 to discover which ; 2 
dium is best for promotion of ‘he 
Pinkham vegetable compound. 
For the first seven mont! 
this year, Pinkham tested var) 
type radio programs in severa| 


markets. These terminate 
week. Early in July the company 
entered 12 areas with 1,000-line 
newspaper ads. 

Slanted to women between the 


ages of 38 and 52, copy describes 


= 


Tell fi 


sample § 


the alleged benefits of the com- 
pound for “middle-age” symp! 
“Girls! Women! Take heed . 
and “Do Women in Their ’40’ 
Their Right Age?” are 
captions. 

Illustrated with delicate pencil 
drawings, the magazine ads have 
a more subtle copy approach, and 
are captioned “As the Twig Is 
Bent” and “A Young Matron Is 
Perplexed.” Agency in charge is 
Erwin, Wasey & Co., New York 


Pullman to Give Up 


Sleeping Car Service 


Pullman Company, the sleeping 
car operating branch of Pullman 
Inc., will be “disposed of” to ful- 
fill an anti-trust decree of the 
United States district court, David 
A. Crawford, president of the par- 
ent company, disclosed last week. 
The manufacturing business will 
be retained. 

Complicating the disposition, 
which could be simply made if the 
capital stock of Pullman Company 
could be distributed to holders of 


Pullman, Inc., stock, or transferred f 
are anti-trust & 


to such holders, 
decree restrictions against such 
action. The restrictions may force 
a more complete liquidation of the 
firm, either through piecemeal 
sales of the stock and properties 
to individual railroads, in entirety 
to a holding company, set up by 
and for the railroads, or by the 
selling of Pullman Company stock 
through investment bankers. 


Macey Joins Jewel Tea 
William C. Macey, with Sears, 
Roebuck & Co. since 1935, has 
been appointed assistant to the 
president of Jewel Tea Company, 
Barrington, Ill., effective Aug. 14. 


Anderson Joins Haire 

G. William Anderson, formerly 
of Toilet Requisites, Toilet Goods, 
and Hearst Publications, as 
joined the advertising department 
of Fashion Accessories, published 
by Haire Publications, New York. 


SHOW YOUR SKILL In Getting Some 
Vital War Message Into Every Piece of 
Printing. 


rs 
wl 
“= 


srecrea 


This pt 


One. 
or the 


"Archi 
additi: 


"A $: 
July § 


work . 


These 
studie 
totals 


po 
il | nt 
C rs '- ~* | | 
| | D 
| | 
ae 
ae 
a po 
| | ; a 
ts 7 d 
ae 
See | 
— ! 
a es | 
= | a 
a ee | ecules 
gpa wale _ | 
| a | 
—— A tot 
os ao Po _ = : | ‘ ; xpans 
| 7 ee "Com 
, rg : | ee | a 
a po = 
4 a ee 
; ——————F vs 
“a | 
ie | — 
es B ; 
rit | " 
: ic | Pe : } 
a an ae * A 
Rah ee | . e 
aie 3 —— ma re : 
Meee | eae Ai Poe eit atl 
:. ee : | | | | | ; 
a — | | se - 5 = 
me --« SAUGERTIES, N. ¥. 4 
ay ’ dl 


‘A 


nN 


A VER TISING AGENCY 
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ition, 
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pany § 

pebd ’'A total of $500,000,000 is now being spent for the construction and 


rus [expansion of Veterans’ hospitals in 20 states . . . 


force 
uP 'Completed plans for a single group of more than 40 educational and 
rties recreational centers call for entirely new structures for the postwar period. 
» by P This program alone should cost in excess of $100,000,000... 

the 
stock fi, 


One state legislature has appropriated over $2,500,000 for a new school 
or the blind. Plans are now on the drafting board... 


i. [ Architects are presently at work on the plans and specifications for 
the Badditions and remodeling at a Cleveland hospital; to cost $200,000... 


“A $300,000 remodeling program for an lowa hotel got underway on 
July 5. Completely new bathrooms for 225 rooms are included in the 
ont te 


vai Blhese are just a few of the hundreds of examples and case histories 


‘ork. studied in a national survey which shows that the institutional market 
~~ Btotals 8.5 billion dollars. They are the basis for the statement, above, 
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In-Plant Feeding Cuts 
New Container Re-Use a. Accidents 
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: TAKE POSTWAR BUILDING LEAD 


duction CONTINUING SURVEY 
Allow Greater Cooking Equipment pier or NS PROGTES OF 


Ps in the BLUEPRINT STAGE!” 


by Walther Buchen, president of The Buchen Company, one of the 
nation's outstanding advertising agencies, that, 'Your institutional market 
is in the blueprint stage! 


Mr. Buchen's analysis of the institutional market involved the study of 
Veterans’ hospitals, private hospitals, schools, hotels, restaurants, industrial 
cafeterias, clubs and other institutions. It revealed that, "92 per cent 
of the 300,000 institutional establishments in the country are planning to 
remodel, re-equip, refurnish or expand their operating facilities as soon 
as materials are available. 


"Wartime services, and anticipated postwar developments, have brought 
about both the need and the financial means for prompt action in the 
mass-housing and mass-feeding market. 


"Advanced planning and favorable conditions for immediate action 
make the huge institutional field the first and foremost market for manu- 
facturers now studying and preparing for the postwar period!" 


INSTITUTIONS MAGAZINE 


is the only publication through which you can 
reach all related divisions of the institutional field. 
If your present or contemplated products have 
an application to this field, your advertising 


messages in the columns of INSTITUTIONS 
Magazine will gain for them the kind of accept- 


ance they must have to share in the huge insti- 
tutional market. 


For details write to 


INSTITUTIONS MAGAZINE 
1900 Prairie Avenue, Chicago 16, _ Illinois 
or... 
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Latin America 
Has 3,000,000 
Receiving Sets 


New York, July 26.—The 20 
Latin American republics now 
have about 3,000,000 radio receiv- 
ing sets, with an average of five 
listeners per set, Export Adver- 
tising Association was told in 
reports by 14 radio field represen- 
tatives of the Office of the Coordi- 


a monthly luncheon meeting here 
today. Barclay Acheson of Read- 
er’s Digest was chairman. 
Estimates of number of sets in 
individual countries ranged from 
12,000 to 20,000 in Ecuador and 
15,000 to 20,000 in Bolivia to 
|“probably 1,200,000” in Brazil, 
most of them in the Rio de Janeiro 
|metropolitan area. Cuba is said 
‘to have 250,000 sets, Colombia 
Venezuela, 80,000-100,000, and 
Peru, 80,000-100,000. Some coun- 
tries, such as Argentina, were not 


nator of Inter-American Affairs at | represented. 


200,000, Uruguay, 150,000-200,000, | 


Data on number of sets, repre- 
sentatives in some countries ex- 
plained, have been difficult to com- 
pile, partly because many sets 
have been smuggled in. 


U. S. Shows Popular 


In Mexico the most popular 
programs were reported to be 
United States shows “transformed” 
for use there. Brazil still likes 
musical programs but currently 
has been going in more for audi- 
ence-participation shows. In Peru 
15- and 30-minute commercial 
programs have largely replaced 


,spot announcements. A half dozen 
|Peruvian soap operas are now 
| running. 

| John W. G. Ogilvie, Washington 
|director, said the coordinator “al- 
| ways pays rates on published rate 
|cards” for “official” shows broad- 
cast in these countries. 


- ious 
Appoints N. W. Ayer 

The Pennsylvania Company for 
Insurance on Lives and Granting 
Annuities, Philadelphia, has ap- 
pointed N. W. Ayer & Son as ad- 
vertising counsel. 
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Build Now in 
This Basic Market 


HE above statement made by a railway president 


illustrates the progressive policies of the nation’s 


railroads in planning for the future. These plans in- 


clude not only ultra-modern cars and locomotives, but 


a tremendous amount of work to rehabilitate and 


modernize their fixed 


passenger stations and 


properties .. . track, bridges. 


other buildings, terminal facil- 


ities, signal and communication installations. 


Today, railway facilities and equipment are taxed to 


the limit in the all-out war effort. 


exceed anything ever 


Wear and tear 


experienced in transportation 


history. The railroads are doing a magnificent job 


under the most difficult conditions, but their needs are 


great and they are planning and accumulating re- 


serves now for heavy maintenance and improvement 


programs after the war. 
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Now is the time to build a strong sales position in the 


railway industry. 


Those firms that maintain their 


railway contacts during this crucial war period will 


be in the best position to win a strong competitive 


standing in the post-war era. 


Your direct routes of 


sales approach in the railway market are the four 


Simmons-Boardman railway publications. 


These publications command 


confidence and recog- 


nition among railway men as the main centers of 


technical and business news of the industry. One or 


more will meet your railway 


selling needs, for they 


enable you to select and reach the particular railway 


men who are important to you. Each publication 


serves one of the several branches of railway activity 


and each one has a specialized audience of key rail- 


way men. 


Simmons-Boardman Publishing Corp. 


30 Church Street, New 


105 W. Adams Street, Chicago 3 1 
National Press Bldg., 
Washington 4, D. C. 

530 W. 6th St., Los Angeles 14 
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GM to Leave $50) 
Field to Ford, 
Kettering Says 


Detroit, July 27.—Confirn 
last weekend of reports from 
ington and elsewhere to the — fe. 


that Ford Motor Company p! 
introduce a modified version . © +), 
old Model A after the war, 
will sell for about $500, re \); 
this week in a matchless str:ig 
“No comment” remarks from the 
automobile manufacturers. 


had anything at all to say th 
subject was Charles F. Keticrin 


luncheon in Indianapolis Tuesda 
and asserted that GM had 


car to compete with the Fo, 
entry. 

“He can have all the business } 
can get on it,” Boss Ketteriy 
averred. “They can go back | 
the Model A or Model T or eve 
the ox cart, if they want to. By 
we’re going ahead.” 


Bennett Doesn’t Believe It 


The Ford announcement wy; 
finally nailed down in Bosto, 
where J. R. Davis, Ford sale 
manager, and Henry Ford II con. 
firmed reports emanating from ; 
Washington Ford dealer whe 
pinned down by reporters while 
attending an Army-Navy “£ 
award celebration at the Ford 
Somerville works. Apparent 
their confirmation of the report 
was a spontaneous action, inas. 
much as Harry Bennett, vice. 
president of Ford, was quoted or 
the very same day in Detroit a 
branding the Washington report 
as “bunk.” 

Industry circles are very muc¢ 
interested in the Ford action, bu 
most are inclined to believe tha 
there is still a considerable differ. 
ence between announcement tha 
Ford is thinking of producing : 
low-price car, and actual intro- 
duction of such a model. Fort 
tactics almost always consist of re- 
leasing trial balloons on maj 
moves, and then gauging publi 
|reaction before moving ahead 
| they say. 
| On the other hand, introducti 
of an especially cheap car by Fo! 
| would probably force other estab: 
lished auto groups into compet: 
| tion in his price class. It migi' 
/also have some deterring effect o 
|the ambitions of such potentia 
auto makers as Henry Kaiser t 
enter the field. 

Mr. Kaiser, incidentally, camt 
openly into the automotive spot 
light last weekend when he [file 
suit in federal court here to re 
strain two Detroit consulting eng! 
neers from disclosing detai's © 
three inventions adaptabl 
automobiles. 

He asked the court to have tht 
engineers assign to him paient 
and improvements for whai af 
described as the “Kaiser car’ an 
the “jeep junior,” which wet 
allegedly developed by the «ng 
neers under a contract with F se 
to assign all developments to him 


McCann Shifts Dillon 


Luis P. Dillon, account e> ecu 
tive in the Buenos Aires offi ¢ ° 
McCann-Erickson for the pa t 
years, has been transferred t 
agency’s New York office, \ “¢! 
he will assume special assign: ‘e? 
in the foreign department. 
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“Tell them your story i 
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The Magarine of Archite 


Only automotive executive \y) 


vice-president of General stor.) 
who talked to a Rotary Cl 


tention of producing a low pri 
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SALES SUCCESS 


through dominant LOCAL-IZED coverage of the-- 


Heart of Califprnias 
CENTRAL VALLEYS 


il — . ». State Capitol and Trade Capi- 
9 SACRAMENTO tol. The center of a 14 county industrial empire, 
2, | whose marketing area has not shown phenom- 
enal war-time increases ... BUT has continued 
its upward even trend in population .. . retail 


sales ... farm output... manufacturing... 
ge ODESTO mineral yield and payrolls. 
ee In the Sacramento market area over a HALF a 
BILLION DOLLARS a year poured forth from 
420,000 pocket books in 1940... 1944 shows 
substantial increases in both population and 
retail sales . . . not skyrocketed war-time in- 
creases but normal pre-war growth, which’ 


points towards a post-war superiority. 


J0% COVERAGE 
METROPOLITAN AREA 


The Sacramento Bee is the only advertising 
medium that adequately covers this whole 
great trading area. In Sacramento metropolitan 
area, with a population of over 200,000... The 
Sacramento Bee has an ABC coverge of 90%, 
... while throughout the 14 counties... 3 out of 
every 5 homes receive The Bee daily. More than 
double the circulation of its nearest competitor. 


Insure sales success in this important market through 


consistant schedules in this dominant newspaper 


a 


THE SACRAMENTO &% BEE 


McCLATCHY NEWSPAPERS, PUBLISHER OF ip 
THE SACRAMENTO BEE © THE FRESNO BEE © THE MODESTO BEE i 
Represented Nationally by O'MARA & ORMSBEE, INC. | 


NEW YORK © LOS ANGELES © DETROIT + CHICAGO «© SAN FRANCISCO 


Ys 5 P 5 : a oa. ‘ amas oo ae : Se - 
2 , ae ee 
: ——— 
' . aa 
iL, 194 1 ay 
: THE IACRAMENT? BE om ie 
FAL) . = 
| ; Ui: zy ce | en 
AY = 
Yr a ie 7 Sere 
3 Ja Ui" : ge 
A, a i Tors > 
a " SS ae 
: \ —s 
~ M i 
mit Ramet ee 
hs . on 
‘mat eee 
: sh © Whar Diswey Y ape ith 
e offer Naty a 
l thd y An 
whid —— Si 
e€< ulte 7. ™ 
I o | é . f 
5 3 % 
n othe ci FES , 
. a : ee 
tk ~ 2 =a “ill aig 
Liering a (he ee 
Motors — * # ae 
~ Clu i “e- bak ; 
uesda 3 £ -" a ae 
: y —_ | ae 
3 . : € a> _¥ as eae 
} 3 sy . F a “Rte 
- ct ee <a 7 
ness hil he : 7 
tterind “hye aves ¥ 7 
‘tlering i me 
ack ¢ «Baer, j a 
r ever ee Tes a 

). Bi ar he 
It Se ee 

tv Bee — 
| sales Se : 

I con- eS 
rom ¢ —- — Se ai ; 
wher et UCC i ae * a 
. : e ‘ ce : 
while ” ~ Mh. She : Te a a ‘ 
y “E As «: ee | a ae 
Ford 65344 Ceres) | = 
~@ a&O eg =. ; : « : 
arent ry Eu Lane O48 od me Foi 
report . ZS er Pe wry | ; as , a 
ae S e~tery PE Jee oy 
es, AAy me? 6 ee ‘ai 
a wee! 42 ; i. 5 Sindee 
a ; 5 nee a <2 ag eS } oe | . ‘ % i iar? | 
{ « a te r or ® ‘ be 4 4 = ad = = Re 
4 #- age = Ci ye. ts >i Pea a - a " J 
i ape SEF 3 ‘wR eh * a 
ey -_— ; i ay:  . PE a Se ‘aoe Reo ~ he 2 gag 
muc C 7 5 . 4 ay fe : i eee. oes on oz "Ania 7 ie 
mn, bu er tre 7 a a —)ye ff : 
* Nir . Zw % a are ie es Pe oR 3 yee ‘ ics, * 
e’ tha Say, Peas pa eas:  _ — ie Saree eee S 
differ. Fan +x" & ye § a SRG : sa ee <5 [ ee 7 —* i 
>> > is ete, os . ee > ee a va 
it that | ; § =. ip v eee — s Mahe Re é are a. 2a 
« \ 4 S Teahoe Bek), ea ‘ ae ¢ arin 
cing ¢ > ee oe ee a. ee a nee. 
intro- - => <. : Re A eee me gee SS a ee oe 
of re >" : —. aw” =. : 
maj my % ast as . 4 << « * 
hI y Fe ‘ ‘* NS Re ES a é § = . , 

pud! a gis “a _ ere NY 4 4 = j i i & . is = 4 ee = 

anead "a ne 7 - Fi Lee oe : eek a coe fof : = ee ai . ¥ ie 3 te ita 
SAN FRANC a “See ) eres De ee eo: fT \ : — 

uctic < : —* ree a A a ies ae 

y For NG Ae Dy Se) ey : < . ci x ! 

satald c J <{_ “& i se co tee AS e sae ® > x aa 
m peti- So < ~ Se 2 ; i - 

might “ + Wiggers t—s—te 7. *# a 
Sari! Ss % ~ COR oC > ig 
ect ol % ~*, ois ; kg > ee a ‘ a 
tentla Q “$ fox * oa eS &, be Bea ooo qs % at 
ser t r “> — « z , Yes oe & x, hae. 8 “ag : 

: 2 f. Rt te A § 2g ; 

- a a “a 7 ¥ 3 he e..: “ y Y iggy ea a a iy ae © . 
ame , elas sy > ee a | 
woo : Ye te eee i if 

pot- Mga? Severe 29> -0lUUR 

> filed i © Se M4 re Ce : . ” 
re- se * 2. f 2 - a Lie 5 

' engi- i, c” Me, 7 — bn 
; = - ~ ia ~> we - a ’ 

‘Is of . 5 re. ’ Sf Se i es #-° f ee a 
t t 4 . ee (ae z 7. ™ & ae 
ve the eee eer > 

+ 4 ef . : 
a tents yy a: a*, 4 a 
oo 0 ye , i 
** and Py WS d - « *@. ati ney ee. 
ron ANGELES See 2 ee: 2 
vere Os ° -o 42a oe Se <i 
ngi- * a 
K aise — 
» him re es 
i 
. ie 3 is sf ee 
ecu ‘ ars a 
e of oS 
1 a =< : 
+ If za 
v 4 i? 
the fa a 
1eF or 
yw ner ater 
ent ee a 
his es ae 
—— ad es sa 
- " i 
—* — p whe: 
« 4 Ria Sf 
_— . " . : 
re q 
: eee ) 
- 
ba ed ue e : . . i L a . ‘ ‘ ; . . eb 


6 


MBS Ends Hitch-Hike 
Announcements Jan. 1 


Mutual Broadcasting System has 
announced that after Jan. 1, 1945, 
it will not accept hitch-hike and 
cow-catcher commercials, although 
it will not restrict the number of 
products which a client may ad- 
vertise on any particular program 
within the time limits. 

According to Miller McClintock, 
MBS president, “the action was 
taken after careful consideration 
of the improvements in listening 
impression which would result 
from keeping commercial messages 
within the limits of the established 
commercial programs.” He added 
that Mutual “does not contemplate 
any change in the standard time 
limits for commercials on adver- 
tising programs which have here- 
tefore applied.” 

CBS made a similar move to 


eliminate hitch-hikes last Septem- 
ber, when it announced that no 
more announcements of this type 
would be accepted after Oct. 1, 
1944. Neither NBC nor the Blue 
Network has any set policy for 
or against such commercials. 


Schenley Names Feder 


Lawrence Feder, formerly sales 
promotion manager of the mo- 
nopoly states division and _ the 
Middle Atlantic region, has been 
appointed assistant advertising 
|manager of Schenley Import Cor- 
|}poration, New York. 


Clark Joins Safeway 

After nine years with the Chi- 
cago office of the Bureau of Ad- 
| vertising, ANPA, Charles H. Clark 
has resigned to become products 
advertising manager for Safeway 
| Stores, Inc., Oakland, Cal. 


No ‘Breakthrough’ 
Yet Achieved on 
Wac Adfund Front 


All Sides Advance 
in Fierce Battle 
for Wac Promotion 


Washington, July 27.—The bat- 
tle for the $5,000,000 Wac adver- 
tising fund has taken on the trap- 
pings of a family quarrel, with 
War Department officials express- 
jing hurt feelings that the radio 
|industry has taken offense over its 


omission from early allocations. 

They express anger, moreover, 
at officials of the OWI radio bu- 
reau, who according to the Army 
point of view, aggravated the sit- 
uation by sending notices to sta- 
tions implying that the entire Wac 
fund had been earmarked for 
newspapers. 

Indicative of the heated discus- 
sions that have gone on behind 
the scenes was another memoran- 
dum from OWI to radio stations 
this week modifying a previous 
statement that the Wacs were buy- 
ing space exclusively in 1,800 
newspapers. 

“The War Department informs 
us that this announcement was in 
error,” station relations chief John 
D. Hymes wrote, “and that plans 
for the Wac advertising program 
for the first four months of the 
fiscal year are not yet complete.” 

Noting that the War Depart- 


Wei spend the week-end on far- 
the 


off beaches and on 


wooded hills. 


There'll be better balls to hook 


and slice on the fairways and better 


remotest 


ful pursuits and 


industry will need time to take a 


deep breath before it turns to peace- 


familiar things of yesterday. 


improves on the 


That newspaper is The Philadel- 
phia Evening Bulletin. It is a home 
newspaper in this city of homes. It 
maintains high editorial prestige, in 
spite of the many wartime handi- 


Advertising Age, July 3 


194 
ment expects to consider pr: jos, 
including all media, Mr, — yn, 
wrote, “should the War |. 5a, 
ment decide to buy radio ti . 
shall inform you.” 

In the meantime, Mr. me 


said that the radio bureau 
stick to its policy of not | ki; 
free help from one medium 5, 
campaign which is receivin 
support in other media, a 
set forth in the earlier rad 
reau statement. ; 

Meanwhile, NAB reporte: th.i ¥ 
more than 90% of the radi 
tions replying during the fir. 
week of a survey indicated | 
were willing to accept paid Ws, 
advertising. Originally, NA 
posed paid time for gover 
programs, but during the }:; 
head bill battle, it said that 
funds are spent in any : 
they should be shared by al! 

The War Department cont 
silent about its radio plans, 
was widely reported here that th 
Wac campaign has now been ex.) 
panded to include magazines an/ 


| outdoor, the outdoor appropriatio; 


reputedly being $300,000. 


Kaiser, Standard Gyps 
Form Partnership ' 


Henry J. Kaiser Company, Cali.f 
fornia shipbuilder, has acquire 


| lease and operation of the Stand. ; 


ard Gypsum Company, Lon 
Beach, Cal., on a_ partnershi 
basis. 


The company’s gypsum deposit 
in Nevada, Alaska and San Marco; 


| Islands in the Gulf of Californi; 


have been transferred to the Kai- 
ser company in its biggest st 
into the large-scale postwar hon, 
building industry. 


Joins L. W. Ramsey 


Mercedes LeDet, formerly wit 
Lord & Thomas and Edward Petnf 
Company, has been = appointe 


| space buyer of L. W. Ramsev§ 
| Company, Chicago. 


te F 
San Francisco 
Rache Picky 


Industry, in turn, will want to tell ‘ 
’ caps. It has been for 39 consecutive 


shells for And 


boats and fishing tackle and camp- 


better bird guns. 


about its new plans and reacquaint 


years—-and continues to be 


us with many things that were aban- Philadelphia’s leadj 
ing equipment and better ways of doned as a wartime necessity. The ee ee en 
getting to our favorite lake or pool. large centers of population, such as 
We can dream of these things. as Philadelphia, offer the surest way of 


we fight and work to have them focusing widespread attention and 


building sales. Philadelphia is espe- 


IN PHILADELPHIA — 
NEARLY EVERYBODY 
READS THE BULLETIN 


Buy more War Stamps from your newspaper boy 


again. Only we've icarned to temper 
fancies with reality and to expect cially accessible, for nearly 4 out of 
no miracles immediately the war 5 of its families are reached by one 
e am: ends, It is reasonable that war-busy newspaper. 
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Important New Words 
For Every Ad Man’s Vocabulary: 


QISTRI 


The weary researcher plods into the Keen 
Cutter Drug Store and asks for Dr. Billop’s 
Health Seeds. Eventually, in a floor-level 
drawer, an apathetic clerk discovers the shop’s 
entire stock — one dusty package — 1/12th 
dozen. 

Carefully our statistical friend writes on a 
talley sheet headed “Distribution” the words 


“Keen Cutter Drug — has got.” 


Down the street is the Good Will Drug Store. 
From the center window Dr. Billop’s litho- 


graphed likeness beams at the checker-upper 


from behind a pile of Health Seed packages 


Under research rules Dr. Billop 
has distribution in both drug 
stores. On the “Distribution” score 


STAGNUTION 


as high as your hip. Inside there’s a table filled 
with free Billop booklets. Over at a nearby 
counter a clerk with an open package of health 
seeds and a half a glass of water is about to 
demonstrate to a skeptic customer just how 
swell these health seeds swell. There’s a good 
looking counter display of the product right 
next to the cash register, too. 


Our statistician doesn’t have to ask here 
whether Dr. Billop’s Health Seeds are in stock. 
He knows. So out comes his distribution score 
sheet again and he scribbles on it — “Good 


Will Drug — has got.” 


DISTRIBUSTLE 


sheet it will appear to anyone that STAGNUTION (distribu: DISTRIBUSTLE (distri- 


Health Seeds are doing as well in 
the Keen Cutter Drug Company 
store as they're doing in the Good 


Will Drug Store. 


Obviously, this is a screwy way to 
keep books and we think some- 


tion when accompanied by 
merchandising stagnation) to 
describe the presence of a 
product in a drug store when 
nothing on earth is being done 
by the druggist to get rid of it. 


bution backed by bustling mer- 
chandising cooperation) to 
describe the presence of a 
brand in « drug store where 
clerk recommendations, dis- 
play activity and retail adver- 


thing should be done about it. 


Always one to offer constructive 
suggestions in time of need, DRUG 
TOPICS makes the following rec- 
ommendations: 


1. That the almost meaningless 
word — “distribution” be 
abandoned and — 


to 
° 


That the two words described 
in the next columns be used 
in its place. 


tising support are aggressive- 
lv used to speed its movement. 


Frankly, we're advocating the idea 
in the hope that you'll get all het 
up about the possibilities of get- 
ting distribustle for your clients in 
drug stores where they may now 
enjoy mere distribution, or worse, 
stagnution. 


Naturally and inevitably we know 
that this yen, once you get it, will 
lead you straight to our doors, be- 
cause the easiest, quickest and 
cheapest way to get druggists ex- 


De Valo PLUG S ‘ion of pieaten —- On seanlon 


330 West 42nd Street New York 18, N. Y. 


way to win drug store distribustle 

is through the use of bang-up 
copy in DRUG TOPICS. Its been 
that way for years. 


"| fi es - ae is - ce —e 
a 
a7 i si a 
81, log — 
ky: mee 
PYo o0salam oe 
a See 
] art : eae 5 ae as 
ti a -— ; te 
4 | fi 
: ate oe “a 
_ | i 
; rl 
7 
or 
{ + 
| S N UT. - 
| | . 
} = f 
t a 
; a9 
oo 
Byron, - 
i i <3 
a 
| on 
ea Ae aa 
Loe 5 aa, 
ie isons 
— 
ale 
; a — 
5 ieee j 
; . ee . : "Ss 
an 
TY ee | 
5 Be “ty i 
3 a a 
4 = ae 
= ; a 
| 3 
Hi ; ais eB "ie 
> ; ¥ 2 a) 
iw 
. 7) y 


ae 


8 


Paper Salvage Up 
126% from Drive 


in 18 Communities 


New York, July 27.—Periodical | 
Publishers National Committee re- 
ported today that 15,000 volunteer | 
committees have been organized | 
throughout the country in its 
paper salvage campaign. Newest 
recruits to the efforts are The | 


We can't larger space in 


_ which to tell a mostimportant | 
—''Meet Your Contrac- — 
tor-Builder Customer.'’* : 

Send for a copy of this 
booklet, just off the press, or 
ask your advertisi 

about it. | 


ng agency 


men that are to 


- *These 
Building thet all the 


do the 
Is about, 


PRACTICAL BUILDER 


§9 East Van Buren = Chicago § 


| William T. Hoyt, deputy salvage 


American Weekly, This Week and | 
Parade, which have directed their | 
salesmen to spend 25% of their | 
time on paper salvage activities | 
for the next three months. 

According to William B. Carr, | 
chairman of the central committee | 
on paper salvage of PPNC, and} 


director of WPB, the allocation of 


paid time employes of publishers, | 
in addition to volunteer groups, | 


has increased collections in the 
past few weeks by 126%. This 
figure is based on reports from 18 
towns scattered across the coun- 
try. 


Names Franklin Agency 


Harvey - Wells Communications, 
Southbridge, Mass., manufacturer 
of electronic equipment for trans- 
portation, communications and 
safety devices, has appointed 
Franklin Advertising Service, Bos- 
ton, to handle its advertising. 


Asks Video Permit 

Station WFBM, Indianapolis, has 
filed application with the FCC to 
construct a commercial television 
station after the war, the first of 
its kind in Indiana. 


WP- ia 


es. Saray 


Grocers Find 
Morning Paper Is 
Family-Read Paper 
in Houston 


From January Ist to May 3lst. 
The Houston Morning Post carried 
17.2°¢ more food-mart advertising 


than any other Houston 


reading habits. 


The morning paper is the family- 
read paper in Houston for seve 
reasons. The trip to work is not of 
paper-reading length and so the 


morning paper usually 
home. 


stays 


The Post is edited for the entire 


family 


as well as New 


pages in the country. There is 


teresting material for every age in 


The Post. 


Local business men. who need 
to sell the family as a unit. pre 
for advertising. And 
more national advertisers are con- 


The os 
rl Post 


: ; : pace. 

tinually discovering that the Hous- 

ton Market is different—are favor- : 

ing The Morning Post in their ad- \ market of the 


vertising operations. 


Represented by BL RKE. Kl 


THE HOUSTON 


paper. 
Consistently, over a period of years, 
this unusual morning paper has led 
in the grocery field because groc 
discovered that the Houston Mar- 
ket is different in morning-paper 


—with 25 of the most popu- 
lar comics running regularly, the 
only farm column in Houston, both 
Associated and United Press news 
York Times and 
Chicago Tribune services, complete 
coverage of the housewife’s inter- 
ests, and one of the strongest sports 


Leading Department 


Department Store and City 

1. R. H. Macy & Co., New York..... 
3. Famous Barr, St. Louls....... +; 
3: J. 1... BeGgeon Ca, Detroit..si..... 
4. The Hecht Co., Washington..... 
5. Jordan Marsh Co., Boston....... 
i. Gimbel 3ros., Milwaukee....... 
. Schuster’s, Milwaukee .......... 


9. The May Co., Los Angeles....... 
10. L. Bamberger & Co., Newark.... 
1¢. Zaemerus COWmeGs 2c sesceecass 
fe Tg Se LD rea a ie i 


7 
8. Wm. H. Block & Co., Indianapolis...... 


1943 News- 


eee Sa 


Store Advertisers in the United States, Year 1943 


13. Kaufmann Dept. Store, Pittsburgh...... 


Advertising Age, July 


paper Linage 14. Gimbel Broe., NOW TOPE. « .. «<s cicscsase 3 ( 
ryt o! 4,806,357 15. Gimbel Bros., Pittsburgh............... 3) 
Seiakene 4,556,163 16. Abraham & Straus, New York......... 2. 
Lara 4,523,811 | 17. Joske Bros. Co., San Antonio........., 2 
errr 4,232,927 18. Meier & Frank, Portiand............... 228 
caeesee ee 19. Woodward & Lothrop, Washington..... 2.3 
‘tesa, Sees 20. Strawbridge & Clothier, Philadelphia. ., 2.8 
ae de ate 3,596,941 21. Gimbel Bros., Philadelphia............. 2.8 _— 
3,562,236 | 22. Lit Bros., Philadelphia................. 2,79. 56. 
ere 3,555,878 Bee Seer OO CIAVOMNNG s oi5.5 <e¥ u.h6s0 80s cies HI ; 
weeeeee 3,544,996 | 24. L. S. Ayres & Co., Indianapolis......... 27 ; 
ey 3,404,827 Be. SOE TUTOR, SPRIAS coccavadarvccesucnkce 27 i 
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—Media Reco: 


Macy's Leads All 
Department Stores 
in Newspaper Use 


New York, July 26.— The tre- 


store advertising is reflected in a 
compilation of 
linage in this classification for the 
25 leaders by Media Records, Inc. 
The tabulation is interesting not 
only because it shows that the 
leader in this field, as expected, is 
Macy’s,,but also because not a sin- 


Ration Bie’: GE te 
~FOOD-MART LINEAGE | 
_ Reaches 17.2% This Year 


HOUSTON'S 


Consumer Buying 
Reaches 1/4 Billion 
by Steady Growth 


ers The Houston Mar- 
ket has increased in 
population every 
1850 


ral until it now includes 


census since 


over a million peo- 


ple buying better 
at é 
than a quarter-bil- 
e 


lion dollars worth of 


consumer goods 
every year. Thus 


Houston today is not 
the result of a war 
hoom or any sudden 
spurt, but of a 
steady development 
va of fabulously rich 
resources as impor- 
tant in peace as in 
fer war. Capital goods 


buying is keeping 


future... start now! 


IPERS & MAHONEY, INC. 


POST 


First in the Texas Morning Field 


in City and Suburban Circulation 


gle Chicago department store 
|makes the grade among the elite 
in point of volume. 

R. H. Macy & Co., which is gen- 
|erally conceded to do the largest 
'volume of business in the depart- 
iment store field, holds first place 
with 4,806,357 lines, but the other 
| two New York stores represented, 
|Gimbel’s and Abraham & Straus, 
|are far down the list, in 14th and 
116th places, respectively. 
| Famous Barr, St. Louis, holds 
|second place, with 4,556,163 lines, 
land J. L. Hudson Company, De- 


troit, is in third place with total} 


linage of 4,523,811. Hudson is re- 
ported to be one of the three larg- 
est stores in over-all promotion 
|expenditures, the other two being 
| Macy’s and Marshall Field & Co. 
Gimbel’s consistent advertising 
| policy is reflected in the fact that 
its Milwaukee, Pittsburgh and 


jing sixth, with 3,626,538 lines, 
| while the Pittsburgh and Philadel- 
phia establishments are in 15th 
}and 21st positions, respectively. 
|The Pittsburgh store used 3,029,- 
|071 lines in 1943, and the Phila- 
delphia establishment accounted 
for 2,801,275. 


Chicago Stores Missing 


Philadelphia is the only city 
| outside of New York to have three 
| department stores in the first 25. 
| They are Strawbridge & Clothier, 
|Gimbel’s and Lit Bros. 
| cities which have two.of the lead- 


| ers are Milwaukee, with Gimbel | 
| Bros. and Schuster’s; Washington, | 
Company and} 


|with the Hecht 
Woodward & Lothrop; Indianap- 
olis, with Wm. H. Block & Co. and 
|L. S. Ayers & Co., and Pittsburgh, 
| with Gimbel’s and the Kaufmann 
| Department Store. 

| The omission of Chicago’s fa- 
|mous Marshall Field & Co., which 
|is believed to be in 26th place, is 
}somewhat difficult to explain, as 
Field’s has always been regarded 
as an aggressive advertiser. How- 
ever, while the National Retail 
Dry Goods Association has pub- 
lished figures showing that depart- 
/ment store expenditures range 
'from 3 to 5% of gross sales, there 
lis great variation in the amounts 
which stores consider it profitable 
to spend per family. The highest 
in the country is believed to be 
Meier & Frank, of Portland, Ore., 
ranked 18th in the national tabu- 
lation, which is reported to spend 
$3 per family per year in news- 
paper advertising. In contrast, 
Field is believed to spend about 
$1 per year per family in this 
way. 

Other factors explaining the 
Chicago situation are the existence 
of a strong downtown shopping 
newspaper, owned by the stores 
and used liberally by them, plus 
the fact that many of the big 
stores are in outlying areas. Chi- 
cago department store business has 
become well decentralized, with 
Wieboldt’s operating six big stores, 
all outside the Loop, and Gold- 
blatt’s seven, plus a downtown 
store. Sears and Montgomery 
Ward also have stores outside the 
Loop, and Field’s operates stores 


mendous importance of department | 


1943. newspaper | 


Philadelphia stores are also in the | 
first 25, the Milwaukee store rank- | 


in suburban Oak Park and Evan- 
ston. 

As a result, much advertising of 
the kind which would normally 
run in metropolitan newspapers 
appears in the 50 community 
newspapers of Chicago and sub- 
urbs. 

Some newspaper executives be- 
lieve that a tabulation showing 
dollar advertising expenditures of 
department stores would tend to 
change the picture given by the 
|Media Records tabulation, although 
it is agreed that milline rates in 
the big cities are no higher than 
in the smaller communities. Big 
city stores, however, find it more 
difficult to dominate their markets 
than do the outstanding merchan- 
disers in the smaller communities. 

The current trend toward 
greater emphasis on national 
brands reported by ADVERTISING 
AGE recently makes the volume 
and character of department store 
advertising of increasing interest 
to national advertisers and agen- 
cies. They are likely to keep a 
much sharper eye on this type of 
promotion in the future than they 
have found it necessary to do in 
the past. 


‘Haws Heads IAASC 


R. Calvert Haws, advertising 
|manager of Western Precipitation 
|Corporation, Los Angeles, has 
| been elected president of the In- 
dustrial Advertising Association of 
| Southern California. Others elected 
j;are: Roy N. Phelan, vice-presi- 
|dent, and Jack Hodges, secretary- 
| treasurer. 


Combs Joins New Yor\ 
Office of D-F-S 

Rogers M. Combs Jr., wh 
signed as account executive 4; 
Erwin, Wasey & Co., New York 
June 1, ha; 
joined Dancer. 
Fitzgerald. 
Sample, Ney 
York, to handle 
general contac: 
work. ‘Handling 
more than $1. 
000,000 in pil]. 
ings in his 
former job, Mr 
Combs was ip 
charge of such 
accounts as Aj) 
R. M. Combs Jr. Transport As. 
sociation of America and the Aj; 
Express division of Railway Ex- 
press Agency. 


Romig Acquires Agency 


Ivan B. Romig, for the past 14 
years publisher, advertising and 
promotion director of Sports 
| Afield, New York, has taken over 
| control of W. L. Black Advertising 
| Agency, Reading, Pa. Mr. Black, 
who founded the agency seven 
years ago, is leaving for the South 
| Pacific as a war correspondent, 


FC&B Appoints Graves 
Lee Graves, former radio direc- 
|tor of Compton Advertising, New 
York, has been appointed radi 
|director and account executive on 
'the Campbell soup account with 
Foote, Cone & Belding, New York 


Matrix 


| 
| 
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BA Streamlined 


Service 


| By LAKE SHORE ELECTROTYPE CO. 
Other | 


Originators and Creators 
in the Technique 


of Stereotyping 


In its constant effort to expedite its service to users and expand 
its facilities and usefulness in the production of mats, LAKE 
SHORE ELECTROTYPE CO. has madeimportant contributions 
to the technique of stereotyping as evidenced by the following 


@ was first to introduce in the Chicago area the use of 


Direct Pressure mat. 


@ created and developed photo-tone mats which are exclu 
sive with LAKE SHORE (name, copyrighted—patent pending). 


@ developed and has had copyrighted “‘Verimat’’—exclusive 


direct plastic-faced mat. 


DIR 


This company is today rendering a thor- 
oughly modern and streamlined service, 
specifically adapted to meet the most 
complex and exacting problems of 
Agencies, Advertisers, and Publications 


ECT PRESSURE MATS H 
STEREOS «+ ELECTROS 
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I look forward weekly to 
ing your excellent publi- 
which I find contains a 
and concise analysis of 
and domestic affairs." 


ihead, President 
IDATED-VULTEE AIRCRAFT 


—— 


ICH 


Federal regulations, laws, decisions and 
rules affecting the management of busi- 
ness have increased enormously since 
Cleveland’s Administration. Whether there 
will be more or less regulation in the days 
ahead is anybody’s guess. But whichever 
way the cat may jump there will be changes, 
variations, modifications and revisions. 
News covering the regulatory phases of 
our economic life—its meaning as spot- 
analyzed in The United States News—will 
be of continuing importance to men and 


women of affairs ........6.esee008: 


Every week and week after week the im- 
portant news of national affairs is spot- 
analyzed in pictures, Pictograms and in 


simple English—clear, crisp, concise. 


Daniel W 


Vice President in Char 17% sing 
30 Rockefeller Plaza, New York 20, N.Y. 


E NEWS OF NATIONAL AFFAIRS—more than ever important in the 


pertods that lie ahead 
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Ask Break for 
Small Business 
in Surplus Sales 


Washington, July 28.—Nation- 
wide publicity and a “gold fish 
bowl” policy are essential to the 
welfare of small business in the 
disposal of an estimated $13,828,- 
000,000 worth of surplus property 
after the war, the Senate small 
business committee said today. 

In a report accompanying a bill 
setting up a Surplus War Property 
Administration the committee 
warned that “small business will 
be seriously disadvantaged unless 
it becomes the invariable practice 
to give uniform and wide public 
notice concerning surplus property 
available for sale and to allow 
adequate time intervals between 
notice and sale.” 

The committee estimated that in 
consumer goods, of greatest inter- 
est to the small business man, the 


Treasury Procurement Division 
and War Food Administration 
would handle $7,450,000,000, in- 
cluding $725,000,000 in unissued 
clothing and $264,000,000 in dental 
and medical supplies. 


Wants Small Lot Sales 


To enable small business to take 
part, and to keep speculators out, 
the committee recommended that 
sales be confined to small lots, 
within the purchasing power of 
business men, and that “fair credit 
terms” be provided to cancel the 
advantage of the “well-financed 
speculator.” 

Though advocating the use of 
regular trade channels for dis- 
posal, and opposing dumping, the 
committee objected to indiscrimi- 
nate protection of markets, com- 
menting that “certainly a market 
that is not free has no claim upon 
the protection of the Surplus 
Property Administrator.” The 
committee suggested that the ad- 
ministrator should dispose of goods 
in a way neither to prevent com- 
petition nor regulate the market. 

The subcommittee interpreted 
regular trade channels to mean “a 
combination of the old and the 
new” and asserted that “veterans 
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Reach the men who count in the 


a 


metal-working industries 


COME TO STAY... 


steel castings deserve a warm welcome. That’s 
what four master MARS say in a METALS 


and these heat-treated 


and ALLOYS symposium. Some diehards 
claim that a complicated casting can’t be 
quenched, but it’s being done all the time by 
MARS—and to the most rigid ballistic specifi- 
cations. Well, facts are the bedrock on which 
engineers base their planning. 
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DOUBLE FEATURE . . . Most of us have wasted 


time taking two pictures on one film. Now 
MARS tell the metal-working industries how 
to save time by using two films and one ex- 
posure. To X-ray metal parts of varying 
thickness, they use a fast and slow film simul- 
taneously. The fast film records the thicker 
section; the slower film, the thinner. Time 
is money in the metal-working industries, too. 
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THEY'RE RIGHT WITHIN YOUR REACH —the men who count in the metal-working industries. Twelve 
times a year they'll sit down and read your sales stories. METALS and ALLOYS carries weight with 
MArs They look to it for timely reporting and practical ideas to help them in current produc- 
tion and future plans, and its editorial influence lends weight to its advertising pages. 


N EVERY INDUSTRY there’s the same 

set-up ... one definite group of men 
responsible for planning, engineering, 
and production. 

Throughout the metal-working in- 
dustries that group is made up of prac- 
tical engineers. They are METALS and 
ALLOYS Readers. We call them MARs, 
for short. 

MARs are the men to reach when 
selling to metal producers or metal fab- 
ricators. Important news is largely the 
report of their achievements, and they 
are on the alert for materials, tech- 
niques, and products that will help 
them do a better job today and tomor- 
row. For example... 


ROLL OUT THE BARREL . . . The least expen- 


sive way to clean castings to a uniform surface 
for machining, etc., is to tumble them, re- 
ports MArRs. In other words, rotate them in 


a barrel . . . along with metal stars, slugs, 
and/or abrasives. Tumbling even increases the 
castings’ strength, as a result of the peening 
action ... That’s what engineers want—proc- 
esses and products that do it better, for less. 


METALS 


REINHOLD PUBLISHING CORPORATION 
330 W. 42nd Street, New York 18, N.Y, 
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who wish to open their own 
nesses should not be barred _ ,, 
the surplus market, nor sg} \)) 
firms which seek to exten 
scope of their business.” 

Advocating the use of ind 
advisory committees to pr 
advice on the conditions of u 
kets, the committee said, how, 9, 
that the advisory groups shou 
fairly representative of all 
ments of business, and that ¢| 
administrator should remain ‘-e¢ 
to make his own decisions. 


Must Move Freely 


“Courage will be required jp 
some cases if the administratc. js 
not to freeze surpluses for ex’ on- 
sive periods in response to ; 
sure group demands, and de 
judgment if he is to acccommoiate 
the release of surpluses to market 
conditions without artificial regy- 
lations of the free play of cco- 
nomic forces,” the report said. 

The “gold fish bowl” was de- 
scribed as “an obvious deterrent 
to profiteering.” Such a policy 
involves keeping records of sur- 
plus property inventories and sales 
always open to public inspection, 
the committee declared. 


Schenley Signs Fall 
Cresta Blanca Show 


Schenley Import Corporation, 
New York, on Sept. 5 will launch 
its new fall show for Cresta 
Blanca wine on CBS, replacing the 
“Carnival” program it sponsored 
last year in the Tuesday 9:30-10 
p. m., EWT, period. New pro- 
gram, entitled “This Is My Best,” 
will dramatize outstanding short 
stories and will be heard on 73 
stations. 

Last program of “The Doctor 
Fights,” summer series Schenley 
is running for penicillin on CBS, 
will be heard Aug. 29. Agency is 
Batten, Barton, Durstine & Osborn, 
New York. 


HN J.GILLIN, JR... PRES. 
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I. THIS SHELL GAME, there’s supposed to be a P (for 
profit) under every shell. The “come-on” is that the 


war has so inflated our national income that the lower, 
middle, and upper income groups no longer exist 
as we once knew them; that now it’s a good adver- 
tising gamble to play the consumer across the board. 

We say it isn’t so! Not according to the latest 
available figures. They prove that the solid, sub- 


© stantial middle clas otfll makes 60 per cent of this 


nation’s purchases, after savings and taxes. 


“Every page worthwhile. Much more # 

interesting and instructive.”* | 
The American Magazine is edited by and for these 
middle millions. Their opinions, voiced in our con- | 
tinuing studies of reader reaction and in letters to a 


ne my \ a> | , our editor, dictate our policies and weight our deci- 


sions just as emphatically as though they sat in on 


Di as 


our editorial staff conferences in person. te sail 
“Contains more worthwhile informa- } 
tion. Entertaining. Colorful. Newsy.’* 

These are the people who ordain the unique balance 

we maintain between fine fiction and authoritative 

articles. These are the people who today, as they 

will tomorrow, make The American Magazine the 

happy medium to America’s middle millions. 


*Quotations from our continuing studies of 
reader reaction and letters to our editor. 
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4E CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVE., NEW YORK 17, N. Y. 


Publishers of The American Magazine, Collier's, and Woman's Home Companion 
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How Competition Works | 


Because business will be faced 
with increased and intensive com- 
petition after the war, it is inter- 
esting to note what has happened 
to the hearing aid field as the re- 
sult of the new and different com- 
petition introduced by Zenith, 
which has offered a low-priced in- 
strument backed by large-scale 
advertising and broad distribution. 
The fact that this type of product 
is important to the war effort in 
improving the production abilities | 
of many handicapped people has | 
enabled the manufacturers to pro- 


field, at least one of which is com- 
parable from the standpoint of de- 
sign with the Zenith product, and 
may be able to offer direct price 


competition to. the new entrant in| 


the market. It is evident that in- 
creased competitive pressure from 
the newcomer is speeding up the 
efforts of older producers to ex- 


tend their lines so as to be able to! 


compete for the volume business 


available in the low-price section 


of the market. 
We venture the opinion that 
Zenith has not merely made an 


Chicago Times, Inc. 


"Now eat your cereal, Junior—so you'll be big, strong and courageous enough 
to listen to the radio serials they sponsor." 


duce and market hearing aids | important place for itself, but has 
without the difficulties experienced | vastly increased the sales poten- 
in most lines. | tials of all manufacturers of hear- 

What has happened has been an/ing aids. Increased volume of 
immediate broadening of the mar-| advertising and broadened dis- 
ket as a whole. Until the appear-| tribution facilities are expanding 
ance of Zenith in this field, selling|demand, and the pressure for 
had been highly selective, and ad-| lower-priced instruments will un- 
vertising, while continuous, had|doubtedly lead to distribution 
been relatively limited. Thus the| economies and better value for 
development of volume sales, in| buyers in all price classifications. | 
view of the high potential, pro- | This is the way the competitive | 
ceeded slowly. Now that Zenith | system works — not only proving | 
has attacked the field aggressively,|that competition is the life of 
with a product priced low enough | trade, but that aggressive and in- | 


to create demand in all income|telligent competition among able | 


. . | 
groups, the whole competitive| manufacturers leads to broader | 
situation has been stepped up, and| markets, lower prices and = 
all manufacturers have increased| creased benefits to the public. 


their sales and promotional efforts. |'That is a heartening fact which | 


In addition, we note that the should suggest the key to suc-| 
American Medical Association has| cessful effort in the difficult post- | 
just approved new models of two} war period which is coming closer | 
established manufacturers in this! every day. 


| 
| 
| 


Business Papers and Agency 
Commissions 


Two of the oldest business| the American Association of Ad- 
papers in the country, The Iron| vertising Agencies showsa steadily | 
Age and American Machinist, have | increasing number of business and | 
recently announced new rate) industrial papers which have 
commis- | added the agency commission. 

The Iron Because we believe that adver- 
Age was established in 1855 and) tising agencies can be of real serv- 
Machinist in 1877, so| ice to industrial and trade adver- 
that for 89 and 67 years, respec- | tisers, as well as those in the gen- 
tively, these publications have not| eral field, we are glad to see these 


cards, carrying agency 
sions for the first time. 


American 


recognized agency service through|evidences of closer relationships 
between agencies and the business 
professional _ skills 
advertisers placed their business! which qualified agencies handling 


the payment of commissions. 

For many years most industrial | press. The 
direct, but in the past quarter of industrial accounts are able to 
a century the trend to agency offer should step up the produc- 
service has been marked. The an-| tiveness and general quality of in- 


nual compilations of Industrial dustrial advertising, and _ thus 
Marketing have reflected a con- make the business press an even 

tently larger volume of busi- More useful medium than it now 
advertising addressed to 


on the other hand the record of business and industry. 


ness placed through agencies, and is for 


| sionally, for verse; but none to our His nice magazine was cutting out 


Poetic License Again /much to create friendly feeling for 


Uninhibited advertisers have) the paper. . 
gone in for super-surrealist art, Last week,” Mr. Svensson re- 
comic strips, cartoons and what) Ports, “a haggard looking repre- 
not in a desperate attempt to win sentative of a certain national 


friends and influence people. Some | ™agazine sat wearily in the office 
of them have even gone in, occa- of the writer and told a sad story. 
, 
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The following documents 
be secured without charge 


companies sponsoring then 
through ADVERTISING AGE, b) 
national advertiser or adver 
agency executive writing o: 
business letterhead. 


No. 2380. KFBI Market Dat. 


Station KFBI, Wichita, has ; 
sued this new file folder full o: jn- 
iormation about the station, in- 
cluding tabulated market 
coverage and mail returns. 


No. 2381. Marketing Toys and 
Allied Pioducts. 


In this folder, Toys and Novel- 
ties tells about its Make-It-Pa, 
department, established for the 
purpose of furnishing advice { 
manufacturers in the marketing 
of toys, games, scale models, et 
A number of pages devoted to 
cuestions and answers on media, 
sales programs, costs and dis. 
counts, dealer helps and many 
other subjects give an idea of the 
scope of the service offered. 


No. 2382. Books and the Chicago 
Daily News. 


This new brochure, issued by 
the Chicago Daily News, has, re- 
produced in its pages, numerous 
examples of spot news and featur 
material devoted to books—in ad- 
dition to its regular Wednesda) 
book pages. Several pages are de- 
voted to the weekly review, wit 
special emphasis on the Christma 
book section, including a record of 
book publishers’ linage, 1930-1943 


No. 2383. About True Story. 


Miniature sales data sheets en- 
closed in a folder, issued by Tru 


realm of rhymed sentences as 
Jacob Hornung Brewing Company, 
Philadelphia, which recently af- 
flicted newspaper readers in its 
community with this charmingly 
sentimental ditty: 
EVERYBODY'S FRIEND 
There's a man who is deserving 
of a hearty round of cheers. 
He's the man behind the bar, friends, 
he’s the man who draws your beers. 
No matter how he’s feeling, 
or what troubles he has got, 
He welcomes every patron 
with a smile that helps a lot. 
He.listens to the stories 
folks come to him to tell 
1le’s sorry when they're worried; 
glad when things are going well 
He’s a Business Man, a Diplomat, 
an Expert, and a Host— 
But over and above all, here is why 
we praise him most: 
In this world when Friends are needed, 
everybody can depend 
On this square and fair good fellow, 
who is Everybody's Friend. 


What He Is 
Mary Furlong Moore, New York 


| public relations counsel, has been! soda fountain downstairs. 
| stirring up the animals with a 


strictly gratis contest designed to 
define a public relations counsel, 


the leading stirred-up animal be-| 


ing William G. Crane, chairman 
of the department of English at 
the College of the City of New 
York, who came up with this 
prize-winning definition: 


“The public relations counselor | 


is one who analyzes expertly the 
needs and desires of the public 
and of his client for the purpose 
of interpreting their common in- 
terests to the best advantage of 
both parties.” 


Orchid to Svensson 

One of your Ad-libber’s ex- 
tremely rare presentations of an 
orchid takes place this week. The 
recipient is Bob Svensson of the 
Los Angeles Times, for an item in 
his July 17 promotion piece that 
we are sure will bring smiles to 
many an adman’s face, and do 


year. No paper. 

“*What! You can’t...’ Our 
roar died to a whisper. 
we remembered. 

““We’ve been turning down some 
ourselves. In fact, we’ve had to 
turn down so much that we are 
now getting the hell beaten out of 


us by that other morning news- | 
In case you'd like to know | 


paper. 
how badly paper rationing is beat- 
‘ing us, have a look: 
ToTaL ADVERTISING 
(First 6 months, 1944, Media Records) 
Los ANGELES EXAMINER, 
agate lines 2nd Morning Paper* 
(that’s us). 6,864,970 agate lines. 
*Gee, this is hard to say. 
| “Last year during the same 
| period we were on top and lead- 
|ing by 1,828,799 agate lines. And 
| when Uncle Sam doesn’t need the 
paper so badly, we’ll be back there 
| again, in our regular spot and with 
both feet! 
| “Quietly, we accompanied the 
| haggard magazine rep to the Owl 
Tears 
fell softly into our coffee.” 
We didn’t mean to deliver a 


commercial for the Times or the| No. 2339. 
Examiner, and we have no desire | 
| 


| knowledge has stepped so blythely | OUr advertising for the rest of the | 
/and with so little reason into the 


Suddenly 


7,028,204 


Story, provide a handy condensa- 


this publication as well as the wo- 
men’s service magazines, weeklie: 
and monthlies listed. The materia 
covers circulation, including dis- 


tion of useful information about ff 


| 
| 


f 


tribution by city sizes, by occupa- BJ 


tion, income groups, etc., reader- 
ship, True Story’s ranking among 
other magazines and a wealth of 
other data. 


No. 2321. Trend Study. 


In this report of magazine read- 
jing habits of business executives 
Business Week presents trends i! 
|readership vs. trends in circula- 
tion; readership trends on the basis 
of costs; trends in penetration by 
business functions, and other facts 
disclosed in a survey covering both 
1943 and ’42 readers. 


No. 2322. The Story of the Okla- 
homa City Depot of Air Serv- 
ice Command. 

This $35,000,000 wartime pro- 
ject, described in the Februar, Ai’ 
| Transport, is retold in a new folde! 
issued by the Daily Oklahc ma 
and Oklahoma City Times. 


The First Reader. 
Subtitled “What Every A: ver 


to enter into any L. A. family|tising Executive Should K: 


argument, but we do maintain that 


this 16-page illustrated fo! /e! 


Bob laid the bad news on the line| demonstrates how the Un ‘¢é 


with neatness and dispatch. 


Jottings 

“Reo News,” house organ of 
Reo Motors, Inc., publishes a ‘Reo 
advertising calendar” in each issue 
and urges employes to keep posted 
on Reo’s advertising program. 

Institutional note in large-space 
newspaper advertising for Lydia 
E. Pinkham’s Vegetable Com- 
pound, right under a_ vignetted 
halftone of Lydia, taken off the 
package: “Lydia Estes Pinkham 
was the originator of one of the 
most famous medicines of its kind 
ever made. 
ligious woman and always wanted 
to help her neighbors.”’ 


| States News filled a need 
‘field, lists the services it « 
and presents figures on its cit 
tion. 


No. 2250. Facts for °44. 
Metal Progress has issue¢ 
booklet, which points out th 
portance of the metal engi! 
whatever his precise title—: 
man who knows metals, sp‘ 
the metal to be used in a p! 
and determines its processin 
fabrication. The booklet r 
on the _ publication’s cont ng 
survey of reader interests 


She was a deeply re-|shows how editorial conte 


geared to appeal to supervis 
metal production. 
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ovel- 
Pay 
Pay 
the 
cet 


xayi¢ 


ads I 


7 ry > 
a 


ene 


en's Tottee 


wes} Ohe New Pork Times Magazine 


as a basic part 


of its 


national magazine campaign 


(prepared and placed by 


HUTSH BEAUTIFUL 


e ss 


nar) Me Ge Cemenmnn ten omnes bog 


Vogue 


— 


House & Garden 


Ss 


AOU wmct 


Calkins & Holden ) 


Beeause The New York Times 
Magazine is read by a vast national 
audience of men and women who 
buy a lot. buy often and remember 
the name of the product they buy. 
advertisers include it in their 


basic magazine schedules. 
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Joins Campbell-Ewald 


Duncan Price has joined Camp- 
bell-Ewald Company to handle 
publicity and public relations for 
Associated General Contractors of 
America, Washington, D. C., one 
of the agency’s clients. Mr. Price, 
formerly connected with the Na- 
tional Housing Agency in Wash- 
ington in a similar capacity, will 
make his headquarters at the 
Washington office of the Asso- 
ciated General Contractors. 


PRACTICAL BUILDER 
59 East Van Buren | 


Chicago § 


Age of Appliances 
Shown in Study 
Made by WPB Unit 


Washington, July 26.—The old| 
gray mare ain’t what she used to 
be but she’s still in there plug- 
ging, a WPB survey of household 
appliances revealed today, with 
factual reports that although more 
than half of America’s appliances 
are more than five years old, the 
percentage found in working order 
ranges from 85% in the case of 
radios to 99% for many others. 

Radios, the most talked about 
and most critical appliance prob- 
lem, still operated in all but 8% 
of radio-owning homes, but 28% 
of the households with radios said 
they needed some sort of repair 
since Jan. 1. 

Perhaps the most _ interesting 
aspect of the report is the statisti- 
cal information on the increasing 


average age of appliances now in 


Office of Civilian Requirements’ Findings 
on Appliances and Equipment 


Estimated No. ‘ Less Than % Over % Out of 

Appliance in Households 5 YearsOld 5 YearsOld Order 
Electric Toasters ..... 22,151,756 42.2 57.8 7 
Electric Irons ........ 32,939,352 37.8 62.2 6 
Electric Fans ......:. 13,929,452 37.5 62.5 7 
Home Radios ......... 46,275,528 48.0 52.0 15 
Vacuum Cleaners ..... 16,770,492 26.8 73.2 ‘i 
Sewing Machines ..... 23,664,192 10.9 89.1 5 
Mech. Refrigerators ... 21,132,324 36.6 63.4 2 
Washing Machines .... 18,625,524 27.9 72.1 5 
Cooking Stoves—Gas.. 20,305,080 32.3 67.7 1 
Cooking Stoves—Elec.. 3,542,944 40.7 59.3 3 


use. Almost 90% of 23,664,000 
domestic sewing machines are 
more than five years old; 73.2% of 
16,770,000 vacuum cleaners are 
also in that group as well as 72.1% 
of 18,625,524 washing machines. 

Radios, with 15% of the nation’s 
46,000,000 out of order, have 
suffered the most serious deterio- 
ration as a result of wartime 
shortages, but of 25 appliances 
surveyed, only electric toasters, 
vacuum cleaners, and oil cooking 
stoves had more than 5% out of 
order. 

Owners of the nation’s 22,151,- 


756 electric toasters reported 7% 
out of service, a percentage also 
reported for vacuum cleaners, and 
13,929,452 electric fans. Of 32,- 
939,352 electric irons, 6% are not 
operating, and a similar 6% of 
6,216,864 oil cooking stoves are not 
usable. 

Among the items suffering high- 
est deterioration rates, 57.8% of 
the toasters are over five years 
old; 62.2% of the irons; 62.5% of 
the fans; 52% of the radios; 73.2% 
of the vacuum cleaners and 58.8% 
of the oil stoves. 

Although 89.1% of the sewing 


WHAT MAKES 
MODERN 


PLASTICS 


GREAT ? 


First, service to the truth — second, service to the 
industry — this is MODERN PLASTICS simple 
formula for building the successful plastics 
publication. 


Service to the truth means never publishing a line 
that has not been verified and checked. It means 
not glossing over lack of knowledge or 
accomplishment with facile words and bright 
pictures. It means sticking to the known facts and 
keeping away from rumors, even when 


responsibility can be dodged by labeling them as 
rumors. 


In other words, no trick stuff, no dime-store 


comic-sheet superficiality, but a basic regard for the 
truth and for the responsibility of bringing reliable 
information to firms who need it. 


MODERN PLASTICS subscribers are America’s 
leaders who use plastics, from automotive to 
musical instruments. They are the plastic industry 
itself, more than 95% of whom pay $5.00 per 
year to read MODERN PLASTICS. 


Devotion to the welfare of the plastics industry is 
the other study column supporting MODERN 
PLASTICS success. This includes countless activities: 
making motion pictures and distributing them, 
building exhibits and exhibiting them, running a 
special readers’ service, maintaining the only 
library of plastics, performing countless public 
relation activities for the industry. 


The net result can be measured in increased public 
understanding, acceptance and regard for plastic 
materials and a deep sense of appreciation by 

the plastics industry. Further, these services have 
established MODERN PLASTICS as the single reliable 
fountainhead of information on plastics, as well 
as publishers of the dominant periodical in the field. 


ODERN 
LASTICS 


rm 


... the only ABC plastics paper 
... the authority on the subject 
... the established institution in its field 


Uy 


U 


... one Of America’s great industrial publications! 


MAGAZINE 


Chicago * 


PUBLISHED BY MODERN PLASTICS, 
122 EAST 42nd STREET, NEW YORK 
Cleveland « 


Washington * 


MEMBER AUDIT BUREAU 


OF CIRCULATIONS 16) 


| NC. 
17, N. Y. 
Los Angeles 
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machines are more than fiv; 
old, only 5% are out of o 
figure shared with washin 
chines, and the nation’s 1,5 9.9% 
oil burners. Items registerin» oy), 
1% casualties are the 20,3. 5 99 
gas cooking stoves; gas |} 
stoves; gas and electric 
heaters, and hot air furnac: 
hot water boilers. 


Batchelder Named 
ANA Secretary 


Edward T. Batchelder, for cjg}; 
years a member of the sta‘ 
been elected secretary of th 
Association of 
National Ad- 
vertisers, suc- 
ceeding George 
S. McMillan, 
who left early 
this year to be- 
come public re- 
lations director 
of Bristol- 


Myers Com- 
pany. 
Graduated 


from Harvard _  , T. Batchelde, 
College in 1930 

and from Harvard Business Schoo! 
in 1932, Mr. Batchelder spent foy 
years in retailing and manufactur. 
ing before joining the ANA. Kf 
is president of the Harvard Busi. 
ness School Club of New York ané 
a director of Hampden Mfg. Con. 
pany, Plainfield, N. J. 


Scheibner Appointed 


Hugo Scheibner, Inc., Los Ap. 
geles, has been appointed { 
handle advertising and merchap. 
dising for Film Star Creation 
Inc., Los Angeles. National maga-§ 
zines, trade publications and di- 
rect mail will be used to promot 
the company’s line of dolls, hané. 
bags and games, created by 
modeled after screen stars. 


Lunke in Agency Net 
James R. Lunke & Associates 
Seattle agency, has been elected tiff 
membership in the Affiliated Ad-§f 
vertising Agencies Network. i 


—— 
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THE 
ANSWER 


EADERSHIP is the 

people’s answer 

to institutions that 
know the answers. 


9 The leadership of 
The Herald-Travel- 


er is the tribute of 
all America to the 


one newspaper in 
Boston that knows 
the answers in New 
England. 


§ So far and so long 
in the lead in its own 
territory that no na- 
tional advertiser in 
that territory can 
achieve his ends 
without it. 


Always First in Bosto 
Often First in Americ 


HERALD-TRAVELED 


Boston, Massachusetts 
A 


George A. McDevitt Co. 


National Representatives 
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SELL the Readers of THE DALLAS NEWS and You Have SOLD the Dallas Market 


AAA / 
SSK, 


7; 
os 


In Texas 


CS<LSLS 2 


i 


S 
CS oe. 
o4 OO’ 

* A eo: 4 

Ps RNY F 7.20% 


City: 


$665,542,000 


Market Area: 


WFAA and KGKO 


¢ The Texas 


$649,141,000 


Annual Buying” 
Power 


*SALES MANAGEMENT’S 1944 
Annual Survey of Buying Power 


Nearly Aa/f the buying-power of the Dallas market comes 
from outside the city — from the thirty-six counties common- 
ly conceded to be the area in which Dallas’ metropolitan 
influence is supreme. 


No advertiser has done the Dallas job until he has covered both halves of this double 
market—and The Dallas News is the ONLY medium that will do it. 
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‘Click’ to Detroit 


Click has opened a Detroit office 
in the General Motors building, 
with Ralph Bolander-Olson,. for- 
merly of the Chicago office, in 
charge. 


KBIZ to Mutual 


Station KBIZ, Ottumwa, Ia., op- 
erating full time on 250 watts, 
1240 kilocycles, has joined Mutual 
Broadcasting System, bringing the 
network’s total affiliates to 228. 


. . .} Ld ’ 
Lanigan Joins ‘Time 
John B. Lanigan, former repre- 
sentative for Good Housekeeping 
in Chicago, has joined the sales 
staff of Time, representing the 
magazine in the Chicago area. 


i, a 


+ THE DISPATCH ; tile ei 


*PROOF ON REQUEST 


‘Help Wanted’ 
Volume Dips 
on WMC Ruling 


New York, July 26.—Despite the 


fact that New York City is not 
considered as vitally affected by 
the priority referrals plan of the 
War Manpower Commission as 
some of the more crowded war 
centers, a check of classified ad- 
vertising managers of New York’s 
leading newspapers revealed that 
Help Wanted volume has dropped 
substantially since the WMC rules 
went into effect. 

Although a long Fourth of July 
weekend and an intensive two- 
week heat wave, plus the normal 
exodus of July vacationists, were 
considered partly responsible for a 
decrease in the volume of classi- 
fied ads so far this month, several 
papers expressed the opinion that 
confusion over the WMC ruling by 
some of the smaller firms had cer- 


Include: 


U. S. Aircraft Companies 


and Navy air forces 


e High government officials 


Engineering aoe we 
< “at , New 
Ly 4 
TS ail 
Sein © 


a FLYING’S 249,353 READERS 


© 98% of all top executives of 


Sm © 95% of the key airline executives 
® Nearly 40,000 men of the Army 


e Tens of thousands of wartime 
personnel all through the industry 


ing enough paint. 


e@ Whether it’s painting a barn, or blan- 
keting a big market like the aviation industry, 
complete thorough coverage is obtained by buy- 
Covering all the many 
angles of aviation—production, commercial, 
military, sporting, training, etc.—FLYING 


Magazine ALONE is qualified to do the whole 


job. 


By broad-gauge editorial policies its cover- 


age is deep—a coat that really sinks in—both 


the high spots and low spots. 
circulation, almost a quarter million ABC, 
FLYING covers all types of people with all 
kinds of interests in aviation now, next month, 


or in years to come. 


By dominant 


Ask a FLYING representative for the com- 
prehensive story of the industry's only 
comprehensive coverage. 


Advertising Age, July 31 194, 


tainly caused some of the le’ oy, 
in both linage figures and ot, 
number of ads. Two papers wit, 
a normally large daily voli of 
Help Wanteds reported a 2) 350 
decrease; one said linage w.. og 
33% July 17 as compared to un. 
19, while the number of cla. {eg 
accounts decreased 20% in  m. 
parison with June. 

However, some upturn is | peq 
for after the rules are more lly 
understood and consent arr: jg¢. 
ments have been more ily 
worked out between the WM’ ang 
the papers. 

Other New York papers ha ° «, 
curtailed the space allotte 
classified ads that WMC rv ngs 
have had no perceptible ¢ fect. 
while one said its classified yo]- 
ume had dropped the first weck 
in July, but was now back up t 
the mid-June levei, where it was 
expected to remain during the 
summer. 


Phoenix Agency Adds 3; 
Gets New Accounts 


Advertising Counselors of Ari- 
zona, Phoenix, has been named to 
handle advertising for three new 
accounts: Marsh & Franklin avia- 
tion enterprises, Station KOY, and 
Goldwaters Mercantile Company, 
all in Phoenix. 

Staff additions to the Arizona 
agency are: Harry E. Bromberg 
for the past five years with Allen 
& Reynolds, Omaha agency, named 
an account executive; Frances Mae 
Ballack, formerly with J. W. Rob- 
inson Company, Los Angeles, who 
will head retail advertising, and 
Dorothy Tuthill, formerly with 
KOY, who has been appointed a 
copywriter. 


| Round Joins Agency 
| Howard S. Round, recently re- 


| signed as eastern sales manager of 
|the Pepsodent Company, has 
| joined Ivey & Ellington, Philadel- 
| phia, 
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-the Sunday comics section! 
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Gump gets more play than golf. Blondie has a bigger box office 
than baseball. Joe Palooka outpulls the pigskin. Superman has 


more spectators than softball . . . Sunday comics interest about as 


ee ENN i 


many men—three out of four adults, not counting all the children— 


as the sports pages with their average readership of 79°;, by men. So 
if you want your advertising to get the largest audience, the Sunday 
comics... read regularly by whole families, every Sunday, at leisure, 
and at home. . . is your safest buy! 

Metropolitan Group makes the Sunday comics section a national 
medium with a total audience of 15,000,000 families, the combined 
circulation of forty-one major Sunday newspapers—more coverage 


more concentrated in more good markets than any single medium! 


You can say a lot or show a lot in the big space unit—with 
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te four colors to catch the eye. The cost is low. One order, one piece 

var ioah 

-_ of copy, one bill . . . Find out more about the finest advertising 

il ton 

i opportunity of our times! Call any office . . . 
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lye etro DO | a N fO U D ... the first national newspaper network 

ra ay 

¥ - Comics SECTION ADVERTISING in: Baltimore Sun * Boston Globe * Chicago Tribune * Cleveland Plain Dealer * Detroit News * New York News : 

ic Philadelphia Inquirer + Pittsburgh Press + St. Louis Globe-Democrat + Washington Star * Des Moines Register + Milwaukee Journal 

ca N\A Minneapolis Tribune + St. Paul Pioneer Press = * ~=(ALTERNATES: Boston Herald + Detroit Free Press = * |= New York Herald Tribune 

\\ WN St. Louis Post-Dispatch . Washington Post ° OPTIONAL ADDITIONS: Buffalo Courier-Express . Cincinnatt Enquirer 

ie \\WS SS Columbus Dispatch . Dallas News . New Orleans Times-Picayune-States . Omaha World-Herald . Providence Journal — 

— 4 "Ss ae ~ = Rochester Democrat & Chronicle . San Antonio Express . Springfield Union & Republican . Syracuse Post-Standard ‘ 
> es 

I ae re nu go METRO PACIFIC: Fresno Bee * Long Beach Press-Telegram + Los Angeles Times * Oakland Tribune + Oregon Journal 

rr a tie Sacramento Bee * San Diego Union San Francisco Chronicle + Seattle Times * Spokane Spokesman-Review * Tacoma News Tribune 

Mia , — 


220 East 42nd Street, New York 17 @ Tribune Tower, Cuicaco 11 @ Nev Center Building, DeTroir 2 @ 155 Montgomery St., SAN FRANCISCO 4 
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‘Click’ to Detroit 


Click has opened a Detroit office 
in the General Motors building, 
with Ralph Bolander-Olson,,. for- 
merly of the Chicago office, in 
charge. 


| KBIZ to Mutual 


Station KBIZ, Ottumwa, Ia., op- 
erating full time on 250 watts, 
1240 kilocycles, has joined Mutual 
Broadcasting System, bringing the 
network’s total affiliates to 228. 


Lanigan Joins ‘Time’ 

John B. Lanigan, former repre- 
sentative for Good Housekeeping 
in Chicago, has joined the sales 
staff of Time, representing the 
magazine in the Chicago area. 
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THE DISPATCH - COLUMBUS, OHIO 


‘Help Wanted’ 
Volume Dips 
on WMC Ruling 


New York, July 26.—Despite the 


fact that New York City is not 
considered as vitally affected by 
the priority referrals plan of the 
War Manpower Commission _ as 
some of the more crowded war 
centers, a check of classified ad- 
vertising managers of New York’s 
leading newspapers revealed that 
Help Wanted volume has dropped 
substantially since the WMC rules 
went into effect. 

Although a long Fourth of Julv 
weeken 


Advertising Age, July 31, 44 


tainly caused some of the let; 
in both linage figures and 1 
number of ads. Two papers h 
a normally large daily volum 4s 
Help Wanteds reported a 25-) x 
decrease; one said linage was § 
33% July 17 as compared to J. 4¢ 
19, while the number of class; 4 
accounts decreased 20% in c 4. 
parison with June. 

However, some upturn is ho 4 
for after the rules are more {, y 
understood and consent arrar ~~ 


ments have been more f. y 
worked out between the WMC. ; 
the papers. 


Other New York papers hav« ., 
curtailed the space allotted {5 
classified ads that WMC ru) << 
have had no perceptible eff +. 
while one said its classified e 
ume had dropped the first woo, 
in July, but was now back up to 
the mid-June level, where it was 
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> FLYING’S 249,353 READERS 


<3 Include: 


© 98% of all top executives of 


U. S. Aircraft Companies 


and Navy air forces 


e High government officials 
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95% of the key airline executives 
© Nearly 40,000 men of the Army 
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some of 
BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 510, P L. & R., Chicago, Ill. 


@ Whether it’s painting a barn, or blan- 
keting a big market like the aviation industry, 
complete thorough coverage is obtained by buy- 
Covering all the many 
angles of aviation—production, commercial, 
military, sporting, training, etc.—FLYING 


Magazine ALONE is qualified to do the whole 


job. 


e Tens of thousands of wartime 
personnel all through the industry 


By broad-gauge editorial policies its cover- 


age is deep—a coat that really sinks in—both 


the high spots and low spots. 


circulation, almost a 


or in years to come. 


By dominant 
quarter million ABC, 


FLYING covers all types of people with all 
kinds of interests in aviation now, next month, 


Ask a FLYING representative for the com- 
prehensive story of the industry's only 
comprehensive coverage. 


Advertising Age 


100 East Ohio Street 
Chicago 11, Illinois 
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| 
Round Joins Agency 


| 


| Howard S. Round, recently re- 
| signed as eastern sales manager of 
the Pepsodent Company, has 
joined Ivey & Ellington, Philadel- 
phia. 
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CHICAGO: 180 No. Michigan Frank! 
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Read by as many men 
as the sports pages... 


-the Sunday comics section! 


Gump gets more play than golf. Blondie has a bigger box office 
than baseball. Joe Palooka outpulls the pigskin. Superman has 
more spectators than softball . .. Sunday comics interest about as 


many men—three out of four adults, not counting all the children— 


as the sports pages with their average readership of 79°; by men. So 
if you want your advertising to get the largest audience, the Sunday 
comics... read regularly by whole families, every Sunday, at leisure, 


and at home. . . is your safest buy! 


‘ = ‘ ; ety a 

Metropolitan Group makes the Sunday comics section a national ‘ 
medium with a total audience of 15,000,000 families, the combined ii 
circulation of forty-one major Sunday newspapers—more coverage ic 


more concentrated in more good markets than any single medium! 
You can say a lot or show a lot in the big space unit—with 

four colors to catch the eye. The cost is low. One order, one piece 

of copy, one bill . . . Find out more about the finest advertising 


opportunity of our umes! Call any office. . . 


Metro politan Grou i. dhe i canthed elciaienee conaeal 


Comics SECTION ADVERTISING in: Baltimore Sun * Boston Globe * Chicago Tribune * Cleveland Plain Dealer * Detroit News *+ New York News 


Philadelphia Inquirer * Pittsburgh Press * St. Louis Globe-Democrat * Washington Star + Des Moines Register * Milwaukee Journal 


| Minneapolis Tribune * St. Paul Pioneer Press = * =ALTERNATES: Boston Herald * Detroit Free Press + New York Herald Tribune 

WX. St. Louis Post-Dispatch ° Washington Post . OPTIONAL ADDITIONS: Buffalo Courier-Express . Cincinnau Enquirer 
ee \S S. Columbus Dispatch . Dallas News . New Orleans Times-Picayune-States ° Omaha World-Herald . Providence Journal ee 
me. SSR eet = Rochester Democrat & Chronicle . San Antonio Express . Springfield Union & Republican . Syracuse Post-Standard . ‘#E- 
‘ ; “4 we i METRO PACIFIC: Fresno Bee * Long Beach Press-Telegram + Los Angeles Times * Oakland Tribune + Oregon Journal ’ Ys 
y ee Sacramento Bee + San Diego Union San Francisco Chronicle + Seattle Times * Spokane Spokesman-Review + Tacoma News Tribune 


220 East 42nd Street, New York 17 @ Tribune Tower, Cuicaco 11 New Center Building, Detroit 2 @ 155 Montgomery St., SAN FRANCIBCO 4 
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British Gov't Ads 


Total $2,178,060 


A total of $2,178,060 has been 
spent by the British government 
for advertising in newspapers, 
magazines and trade publications 
in the first three months of 1944, 
according to J. Walter Thompson 
Company’s London office. Largest 
expenditures, by departments, 
were made by the National Sav- 
ings Committee, which totaled 
over 25% of the over-all advertis- 
ing outlay, and the Ministry of 


Food, about 22%. 


Of the total expenditure, $903,- 


| 942 was placed in London papers, 
| $818,746 
|suburban press, $383,436 in maga- 
'zines and $71,936 in the trade and 


in the provincial and 


technical press. Total expendi- 


| tures for the current first quarter 
| were $59,371 lower than for the| San Francisco. 
; same period in 1943. 


| Clippinger to Resign 


J. H. Clippinger, vice-president 


| in charge of sales of Admiral Cor- 


poration, Chicago, has announced 
his intention to resign from active 


| participation in the company after 
‘the war and at the time when all 


Admiral war contracts are termi- | 
‘nated. 


McQuillin to Lutz; 
‘News’ Promotes Brophey 


Brice McQuillin, for nine years 
national advertising manager of | 
the Detroit News, has resigned to 
join John E. Lutz, representative, | 
in Chicago. Reginald D. Brophey, 
a member of the national adver- 
tising staff, has been named na- | 
tional advertising manager of the 
News. 


Y&R Promotes Milbank, 
Adds Williams 


Robbins Milbank, former man- 
ager of the San Francisco office of 
Young & Rubicam, has been ap- | 
pointed to supervise creative, re- 
search and merchandising work 


|for the agency on the West Coast, 
with headquarters remaining in 


Howard Williams, formerly with 
Erwin, Wasey & Co., will succeed 
Mr. Milbank as Y&R’s San Fran- 


|cisco manager. 


Blampied to Morse 

Philip Blampied, former adver- 
tising director of Great American 
Industries, Inc., has joined Alfred 
A. Morse & Co., 
| vice-president. 


Deep-set in its habits... 


is a7 daily-newspaper city .. . 
— It is, but not to advertisers. 


newspapers . . 


The total circulation of the 
RECORD-AMERICAN is 471,569 


Daily Sunday 

RECORD-AMERICAN .. . 471,569 ADVERTISER . . 
PAPER A ...... . 900938 PAPERA ... 
PAPER B ...... . 948,543 PAPER B ..-.- 
PAPER C .....-e + W122 PAPERC ... 


Thisde eee inens of America, the Cradle of Liberty; for more than 200 years 
the fountainheaa of American Tradition. 


lis Game, Social, economic preeminence never questioned, frequently under-estimated. 


always in the midst of controversies, and often misunderstood. 
It has had a lot of time to develop issues. 


Here in this compact city and suburban market live 745,347 high-income families. ... 
In addition, the Boston Newspaper zone of influence includes 68 New England cities and 
towns of ten thousand or more population wherein are 590,149 more families... . In 
these 68 cities and towns one Boston newspaper offers a 17.5% or more merchandisable 
family contact — the Record-American-Sunday Advertiser. A family contact greater than 
all other Boston newspapers combined. 
For years an element of confusion has been injected into Boston’s newspaper situation 


. due to sales strategy, selfishness. Advertisers have been told repeatedly that Boston 
7 different circulations to analyze, evaluate . . 


. 7 “buys.” 


The real facts are crystal clear. There are 4, and only 4, distinct daily circulation units 
or combinations for advertisers to evaluate, buy. They cannot be bought in any other 
way. The rate card of each unit is based on that unmistakable fact. 
. one for each daily unit. 


There are 4 Sunday 


That is the only over-all pattern. 


Here are those circulation units (Source, Publishers’ Statements to the A.B.C. for the 
6 months’ period ended March 31, 1944): 


» « « « 587,909 
» « « « 275,003 
» « »« « 205,689 
o 6 © « 394,295 


The total circulation of the 
SUNDAY ADVERTISER is 587,909 


7 
, 90,631 more than PAPER A 312,906 more than PAPER A 
123,026 more than PAPER B 382,220 more than PAPER B 
170,346 more than PAPER C 233,674 more than PAPER C 
> 
THATIS HOMIUMMAR ASGSPIANGA J 
j ‘The Publishers’ Statements furnish impartial, emphatic proof of the Commanding Con- 
a sumer Acceptance invested in the Record-American and Sunday Advertiser. They are 


Boston and New England's most widely read newspapers... 
Acceptance for your Goods and Services. 


REPRESENTED NATIONALLY 


BY HEARST 


the Path to Consumer 


ADVERTISING SERVICE 


New York, as} 


Advertising Age, July 31 


1944 


Minn. Wholesa!= 
Reveals Plans 
for Co-op Villag= 


Minneapolis, July 26. — fur. 
|} hardt, near Hudson, Wis., or the 
Minnesota - Wisconsin borde: has 
Boron been acquired by th, 
Midland Cooperative Whol: sale 
| Minneapolis, with a view to or. 
ganizing what will be the only 
| existing cooperatively-owned yj]. 
|lage in the United States. Tho co- 
| operative plans to expand its » res. 
}ent investment of less than $5.) 999 
in the development of the village 
}as a postwar educational and rec. 
reational center, according to A, J 
Smeby, general manager of \id- 
land Cooperative, which was or. 
ganized in 1926 and, with 4 
$9,000,000 volume last yea 
serving 150,000 families. 

Operation of the Burkhardt jij; 
was resumed last November }y, 
Midland after purchasing alo yn, 
with it the elevator, warehouse 
and office from the Burkhard 
family. About a carload of fee 
daily is being turned out. 

Ordinary rights of local resj- 
dents will be unaffected, said M; 
| Smeby. Midland will act as ney 
| landlord, and village taxes wil! be 
| paid by the cooperative. Since 
‘Burkhardt is unorganized, Mr; 
Smeby added, there are no prob- 
lems of government. 


5 


Heads Evanair Promotion 


Harold T. Bodkin, for the pas 
year with Ford Motor Company 
has been appointed sales promo- 
tion manager of Evanair divisio: 
of Evans Products Company, De- 
troit. He will direct national sale; 
promotion for Evanair’s line 
space heaters, water heaters and 
floor furnaces. 


Bass-Luckoff Moves 


Bass-Luckoff, Inc., Detroit, ha 
moved from the Lafayette build- 
ing to larger quarters at 909-20 
David Stott building. 


Within 50 miles of 
KVOO's transmitter is lo- 


cated a 


famous 
ranch of 80,000 acres. On 


this vast sea of beautiful 


world 


stem grass now 


17,000 head 


cattle, 


graze 
beef 
which means 1|0,- 
200,000 pounds of dressed 
That's a Idt of 


-a lot of leather. 


of fine 


meat. 
meat 
This is but one fine ranch 
in the KVOO 


you have products needed 


area. I|f 
on farm or ranch, tell 
thousands of able-to-buy 
prospects by 
KVOO 


means 


Oklahoma's most j 


powerful station 


“EDWARD PETRY & 


Incorporited 
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REVOLUTION | 


in Women’s Reading! 
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A DELL MAGAZINE e 


el Statement by the World’s Largest Publisher 
of Mass Magazines and Books 


ECENTLY one of the women’s service maga- 
R zines completed a very fine survey. It shows 
that nearly half the women in America read 
Good Housekeeping, Ladies’ Home Journal, 
McCall’s and Woman’s Home Companion. 


But what about the other half of American 
women, the ones who do not read service maga- 
zines? ... Do you wonder what they read? And 
what market they offer for your product? And 
how may you best place your sales message 
before them? 


Several magazine publishers, including myself, 
discovered these women as a market for maga- 
zines a long time ago. For more than a quarter 
of a century, we have been busily cultivating this 
market until today our combined sales outstrip 
the service magazines by several million copies 
a month. 


Discovery of this great magazine market fol- 
lowed the invention of a new fiction form, the 
true-life story. Here, in its way, was an innova- 
tion as revolutionary as the airplane or the radio. 
Old and conservative magazine publishers would 
have nothing to do with it. But a newer and more 
adventurous generation of publishers, whose in- 
terest was frankly in manufacturing a product 
for profit, began to experiment with magazines 
of true-life stories. 


These new magazines sold amazingly well from 
the start. Like all manufacturers, the publishers 
of these magazines worked constantly to improve 
the quality of their products. As they developed 
the true-life story toward literary perfection, a 
surprising thing happened. 


A DELL MAGAZINE ® DELL PUBLISHING COMPANY, INC., 149 MADISON AVENUE, NEW YORK 16 


In their early state, these romance magazines 
found favor mostly with women of factory- 
worker families. But as such magazines became 
better products and grew in circulation, they 
held their original factory-worker audiences, but 
added new readers in higher social and economic 
levels. 


At the same time a process of evolution was 
going on in the circulation of women’s service 
magazines. Having reached the sales saturation 
point in their original white-collar market, they 
were forced to expand their circulations into 
lower economic and social strata. 


This twofold leveling-off process has been going 
on slowly for at least a decade. During the past 
three years, its pace has been accelerated by the 
impact of wartime conditions. 


Today Modern Magazines and the wo- 
men’s service magazines all place nearly 
three-quarters of their circulations in homes 
having an annual income between $1500 and 
$5000—the only market with the financial 
and numerical strength to absorb the output 
of mass-production industry. 


There has always been room in this mass- 
production market for the service magazines, on 
the one hand, and Modern Magazines and the 
other screen and romance publications, on the 
other hand, to expand their circulations without 
any appreciable overlapping. And that is just 
what has happened! Each type of magazine has 
selected readers who think in an individual way, 
and who respond to editorial material geared to 
their specific kind of thinking. 


The service magazine readers are quickly 
imaginative. They can find living realism in 
stories that sketch emotions, that tell highly 
complex plots that are laid against unfamiliar 
settings. Imaginatively, they are self-motivated! 


Other women prefer Modern Magazines be- 
cause they enjoy stories about situations they 
could encounter in their own daily lives—stories 
with simple plots, written with a wealth of emo- 
tional detail, and illustrated with photographs 
to intensify still more their air of realism. Imagi- 
natively, these women are externally motivated! 


Let me repeat! Modern Magazines cleave ver- 
tically through all income and social levels, just 
as do the service magazines—but with ONE 
IMPORTANT DIFFERENCE: Modern Magazine 
readers are externally motivated; the service 
magazine readers are self-motivated. These two 
types of thinking are clear-cut, distinct—which 
means that there is extremely little circulation 
overlap between Modern Magazines and any of 
the service magazines. 

Ww w Ww 
Modern Magazines has just made a survey of 
magazine circulation duplication, starting where 
other publishers’ duplication studies have ended. 
More clearly than ever before, this study reveals 
the reading habits of American women, and em- 
phasizes the cleavage of the market into two 
great vertical divisions—the service magazine 


readers, and the readers of true-life and screen 
magazines. 


I call the latter ““The Forgotten 50%”. I refer 
to the fact that these fifty per cent of American 
women are forgotten, quite literally, by most re- 
searchers—and by many manufacturers of foods, 
automobiles, radios, household appliances and a 
host of other products when advertising appro- 
priations are being allocated. 


Advertising space is still available in Modern 
Magazines. You are invited to inquire about the 
great sales opportunity offered by this distinctive 
market. 
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WLW Promotes Three 


William Robinson, formerly of | 


the Chicago sales staff of Station | 
WLW, has been promoted to man-| 
ager of the Chicago office. George | 
Clark, who has been Chicago man- | 
ager for the past year, has been| 
transferred to New York, replac- | 
ing Eldon Park, recently named) 
assistant general manager. Her- 
bert Flaig, commercial traffic man- 
ager of WLW, has been trans- 
ferred from Cincinnati to Chicago. 


THE DAILY BUSINESS NEWSPAPER OF THE 
NATION’S GREATEST INDUSTRIAL AREA 


Reed with Goodyear 


Export Advertising 


Through an error, the July 24 
issue of ADVERTISING AGE an- 
nounced appointment of Stewart 
Reed as assistant advertising man- 
ager of Goodyear Tire & Rubber 
Company, whereas he has actually 
been appointed assistant advertis- 
ing manager of Goodyear’s export 
company. 

G. G. Cartwright continues as 
assistant manager of the advertis- 
ing department of Goodyear Tire 
& Rubber Company. 


Sylvania to Expand 
in Latin America 

Frederic J. Robinson, who 
joined Sylvania Electric Products, 
New York, in December, 1942, has 
been named Latin American sales 
manager as the first major ap- 
pointment since the recent forma- 
tion of Sylvania’s international di- 
vision. He will head the com- 
pany’s postwar expansion in Latin 
American countries. 

Mr. Robinson was _ previously 
export sales manager in Latin 
America for Gillette Safety Razor 
Company. 


Pillsbury Drive 
Ties Anniversary 
fo Recipe Copy 


(Picture on Page 51) 

Minneapolis, July 26.—Pillsbury 
Flour Mills Company this week 
released a campaign of unusual 
advertisements dedicating its re- 
search on tomorrow’s uncharted 
frontiers of food and homemaking 
to the women of America. 

Prepared by the company’s 
agency, McCann-Erickson, Minne- 
apolis, the series is built on the 
celebration of the company’s 75th 
anniversary, and its theme is “Of 
such pioneering is America made.” 
The series pays tribute to the early 
pioneer women of America and 
their part in its development and 
simultaneously predicts continued 
progress to be made on future 
frontiers by the resourceful young 
women of today. 

Pace of the campaign was set 


with a color page in the June 24 
Saturday Evening Post and Mc- 
Call’s August issue carries a full 
page in four colors, dramatizing 
Pillsbury’s 75 years of service to 
womankind and featuring Pills- 
bury’s diamond anniversary recipe 
booklet, a handsome souvenir edi- 
tion which is offered free. 

Modern recipes, streamlined for 
today’s cookery and developed by 
Pillsbury’s greatly expanded home 
service department, comprise the 
bulk of the booklet, liberally illus- 
trated in full color and black and 
white. Quaint recipes of yester- 
year are sprinkled throughout the 
pages. 

E. A. Wilson, noted New York 
artist, painted the main illustra- 
tions for the campaign, featuring 
pioneer scenes, tying up with the 
basic theme. 


Feed Copy Ties Up 


Pillsbury’s 75th anniversary ad- 
vertisements, scheduled through- 
out the year in an impressive list 
of women’s service magazines, The 
Saturday Evening Post, farm and 
educational publications, all echo 
the pioneering spirit of early 
American homemakers and point 
with assurance to the vital role 


VEVAY, 


-. 


INDIANA... ‘Spot of Earth” 


Calm, unhurried, quiescent, serene... 


These are the words for Vevay, 


Dozing in her rocker on Indiana’s back porch, 


Reliving, in reverie, the days of her youth. 


Oh, those were days of gaiety, 


When vineyards graced 


these rolling hills, 


And their fine Swiss wine flowed from the casks 


At old Swiss Inn, 


To thrill the palates of 


distinguished pioneers ; 


Or, when the Chapmans brought their floating show 


Downstream, a century 


ago; 


Or when the old “Sensation” or the “Golden Rod” 


Tied up at the landing, 


to regale the town 


With feasts of song and stirring melodrama; 


Or when folks came from miles around 


To hear aristocratic Mary Wright’s recitals every week, 


But now, Vevay is growing old; 
She loves to close her eyes and dream. 


She wears her years with pleasant grace, 


A homespun garment, woven of memories 


As imperishable as the stone-walled ferry house 


Which has withstood a century’s floods; 


As enduring as the stately sycamores, 


Gleaming white along the river bank. 


Here is a spot of earth so unimportant to the rest 


That not a foot of railroad ever has been laid 


In all of Switzerland County; 


Yet immeasurably important to those who live here, 


To hundreds fighting that they might come back, 


WLW 


The Nation’s Most Merchandise-able Station 
DIVISION OF THE CROSLEY CORPORATION 


And to us. 


Advertising Age, July 31, i944 


yet to be played by their do joy. 
ters and granddaughters in ..-, 
ing the country’s destiny. 
agency said exact schedules » 
be announced shortly. 

The historical copy is 
“Pillsbury Flour Mills Com, ny 
this year, is seventy-five har <i 
old. Three-fourths of a ce) 
. .. pioneering, blazing new t 
crossing new frontiers . 
cated to the service of woman 
The Pillsbury emblem has bev me. 
a true American tradition. 
symbol of a famous fami! 
foods, respected and handed ¢ wy 
proudly from mothers to da *h- 
ters. Pillsbury, on its 75th a) yj- 
versary, rededicates to wonen 
everywhere its research on fry 
tiers and homemaking.” 

Pillsbury Feed Mills is also com- 
bining the 75th anniversary 1S 
sage with a general agricultura] 
theme in its advertising in leading 
livestock and poultry publications 
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John Jasper Promoted 


John J. Jasper, for the past two 
years with the sales and produc- 
tion department of Brown-Forman 
Distillers Corporation, Louisville. 
has been appointed district man- 
ager for upper New York state. 
He was previously Brown-Forman 
advertising manager from 1934 to 
1937. 


Marketers Elect Varnum 


John H. Varnum of the Square 
D Company, Detroit, has _ been 
elected president of the Industrial 
Marketers of Detroit. Other offi- 
cers are: Tom A. Rogers, Mc- 
Graw-Hill Publishing Company, 
vice-president; L. Grant Hamilton, 
Brooke, Smith, French & Dorrance, 
secretary; and Archer Bogue, J. O. 
Buckeridge & Associates, treas- 
urer. 


George Saas Elected 
George A. Saas, director of pub- 
lic relations and advertising man- 
ager of Citizens Gas & Coke 
Utility, Indianapolis, has been ap- 
pointed chairman of the newly 
formed Indianapolis Employe 
Publication Editors’ Association. 
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TELEVISION 


on the air 
three evenings 
weekly ... 


SUNDAYS 
TUESDAYS 
WEDNESDAYS 


8 TO 10 P.M., E.W.T. 


Experimental commercial: 
are a feature of 


every program! | 


DuMONT TELEVISION DEPARTMENT O 
ALLEN B. DuMONT LABORATORIES, 
INC., PASSAIC, N. J. 


Television Studios 
and Station WABD, 
515 Madison Avenue, 
New York 22, N. Y. 


i ~ ‘ r They 7 na : wx, > pe lS Foe wy 
: ? a pCa) uk 4 Bry: aging, So Rea ~1 > 4 Oe ene 
i A P a. ‘ b ) ea) S ¢ > Sie ae : Pa eee 
4 be ig eee : 4 . Kees OD woud 7% 
> - 
a 
‘ ig 
fr 
Me } 
| 
J _ | A 
F 4 
aid | z 
ve E> 
oa ae 
ae ‘ 
. : 
2 a: “s 
> ee 
a tw 
- % ; y ———— — — —————  —.v_IYOYVCOY 
| 
: ‘ | 
DULUTH | 
is 
. 
ui Chicago 
4 1 J 
' tt ; , 
at Commerce gegen 
- At y = Wy, y) 
F _ . : = Po 
a 
ai Wanye YD, 
oe SAN ee 
iad ass pe a 
o% ¥ 
# { 
E a 
7 : ba 
ay), | 
ae | 
ie 
‘Si a 
a a ¥ Rae ie. i = as bigs ae fe, Se care OSS Werte e- = = a Bik a 3) Se uae re lane : 
i rn . 3 4 < Boll e ree pare ‘ ace fa, ae eee Re or. ie RS ie i 
» * a Z a ae ie a 7 cee. = ite a at 7 Py. 
fe: * ‘ Bo ie ie. ee ro. Apa are Fs 4 
be % eta x " Se oe, 4 - - = | 
H eS i . 4 e wos el ae BE 1 a mee | 
ee ee ? ¢ « 4 % a a) 7 4 Are co | 
te. ans oe SS g. . a vi ee Fs at ‘ i Aer} 
| oe —» 2 "oe . ae * eee a 
, i 4 po: ; : FE ee .-. 7 oe é ss. 034 ge - * 3 a oa era ae f wre * pe ie eS j | 
: Bao pee eer, * 2 oe —  * ha ie = . ee. ie i 4 
; Pe key 4 a ge Pee . jaa ae , 7 eee SS ee i as 
24° Bo eee. “a , es oo al 4s 2. = igs HEF 2 ind x = TE 
> ot igh Bi. Seed * gay ie Fé: $ ‘ci il een on ret : as . ae i 
. 2. see a - ole an \ Ss : oa ; ie a ss nie ae it 
oe 1. al \ ca. . & * Aas =; ea ae SE 4 
ee : a ‘ - . 3 : . 3 Dale ke ad pee oes t ore hey. : 
: H me) “Ne ‘ F - 2 id eS . Z b. mares eae 4 oh ; wie Sea j P 
es H ‘ene ae oS a oe Ti . ea tee, ae “Tt pee rome 
: é { ioe tae EG ; ae %, - “4 Be eee Ts, a Codi a ai ee . 
ces { : Sea bi Hoh PS i E 
b a bess $ eee an ree ; : eee me id vice 71: 23 ae ae 
rn : . <a a § ’ — jane x 7 a ee) ee ig H - 
- _ 9 Ps er ie oi = css a Bi. {ot H mot 
ma ; oa > & z ES : — fs ‘ ee 7 a8 =. I Fs Fie 3 ¢ Ps J -H) 0S ieee d 4 * 
Bs a 6 £ ” eo ee de ae. oe 
Z Pe Re, OG aes —<_ 5 Sie a = 3 ~a Ps, . = eu ae, a +t | 
a ; H ee fk ee . se ss Po fh? EST em BS 3 a ik Pn be a of mm ; } 
i 7 a: ig rs ag  * ae a ee oe x, 4 NE EE ee ee ee | 
es i ie See seer. as ; Ver dope al 
a — < = ae Pa» bi i ts. = - a." a: ea oe } 
ae”) Pes a ae q e ae . ae ge se . . ie ie = bs i ee asi 
Biv ly . _— baad is ee : ae i : “he ede “Ol aay eaeeaee to! ON 
een i — 4 oa ee ee oe i #3 ae — a ae er ee oe?) ee } 
te ——. ke i -" = s a ae ae ca = | 
= _. ue a , on oe -_ 
— sr a - * . — ee ee AS ie at o ae 
ea : a Os ane = & fe fF  } Fe ee ae ah eae i lad Ec. ag : * 
a . % ie + ais ee ee - —e h Uc[hlUCcrwmlCr EC be a ee . : — = ere ay : Ws 
3 * —— a =n _ " — oe a eee ~ $a ‘ ee ae ‘oa mae “a ee q _— = is be ; P je cement eae ws ie ; Kae aces 
a ‘age " : ‘ j a ——* Se pea er ane — 4 a sat : = a a oa ‘ ay sia. a fas in. 4 } 
Cn RS: £ 3 SS = eee ee é wwe FS a ae: 1 SG ae i es 
sa es ae ee ae a ae is ete | ene et sie ee ei * ; ge a : a 
ye EO mee es Bs ey : 3 sf et Se 4 : mes 2 oe ieee Se som 7 . ‘ a : 3 ae Ys j 
b P | SE rere ss oe Se F : = 3 see Re eS ; es ioe te teas m am Lita i 
7 . : a So ee: — ne / ees eS SS ; % a) ‘ 
- Fee Bs CS ae t obese ee 2 (ae : = ae 
li Been riy Be : oe. ., edna — Bee ee ee Oe ieee Pies See ee os Re 4 Pe 
a : a 0 eS i ee ll CG ll —— Pee od y 
5 ; ¢ feo. pT ty er = Gee es £228 ae Toe es Te: ai 
SS alates eae Cm . Foie ‘ Bec. ce a ae —) _ Be Fy : ee ees Mi 
nO RR ec aR a Pike ae be Pee Se % . oe: OG - ve: eed BS PE 
i & eo ee pee eta: ae a ee he ieee bag Sie ae ee 
p.! ue als i ee 
es i a a clon ssnnninsson ther fe ee ot eo . 
“es : a ee eee li 
aS ee es ee Tie oe Se Oe ° 
yy ogg Ese ces Bae ke ee es aS Se ae Pema cee eR ae Se r 
" E seers 3 ss eae teats Marae fe Bs : Se i 2 Lee Wil 
i be Qi ee ee re 
g 2 Res ar i a a re : 
: I ee ee iil Re _ 
‘ eS renee re i a ee ne ae i ye 
y fy ‘ 
Re 
“4 
ss Se 
j “ay 
=~ . ~*~ 
A q oi 
a, ng “een 
4 3 ey 
—— Ww 
” a ‘ ae 
4 +e ‘ 
ae ‘ Bs 
4 Iieas es | | : 
pom. eC PO Po 
, : , 
_— eee | a 
Sem P| 
| = z 
: | Bo 
Mr 
* ¢ : : a ; 


juare 
been 
strial 
offi- 
Mc- 
any, 
ilton. 


bit) 


“VICTORY VULTURE’’—this ghoul scans casualty 
lists—writes as old pal to dead soldier—knowing 
widow will read...a slick general letter—a wistful 
postscript, “‘badly need the $50 lent you last 
year?’ Widow pays the ‘‘debt?’ 


\UTO RACKET RAIDER“ —drives into gas-station 

puts water in his gas tank and—three white 
lets. Amazed attendant buys the costly pellets 
but without trick gas-tank, his pellet-water 
es serious damage. 


“WAR BOND WEASEL’—sure he’ll buy a $1000 
War Bond if the little War Bond girl accepts his 
check (worthless); Bond is delivered... next 
heard from through the unhappy woman who 
bought it for cash at half-price. 


“HOME FRONT TERMITE’—sells genuine nylon 
stockings to office girls; takes cash orders galore; 
says “Shome office will send the stockings right 
away,” disappears with cash; leaves trail of phony 
receipts behind him. 


“FAKEROO FLAGWAVER “ — Scares storekeeper 
aliens as “‘Washington agent?’ Racket is to shout 
before customers, ‘“‘More interested in backing 
Nazis, eh?” For $25 alien gets official-looking 
certificate “‘I love America’ 


s 


DDEN MEN'S GROUP 


“REPAIR LOUSE’—plays on sympathy... wants 
work ...“‘could fix the lady’s radio;” finds im- 
portant part needed, knows just where to get it 
...can get it right away...only costs $4.98. Gets 
money ... departs. . . never returns. 


“C.0.D. CON MAN”—“C. O. D. package, lady, 
$3.98. Take it back? Sure, madam, but you’ll 
have to get it yourself then; there’s a war on, you 
know. Change for a five? Thank you, ma’am:’ 
In the package a second-hand brick. 


“IT wish it were possible,” wrote Allen E. 
Backman of National Better Business 
Bureau to True Detective, “‘to tell you 
exactly how many of these swindlers your 
racket-series has clapped into jail. But it 
is apparent from hundreds of letters com- 
ing into our local offices, your publications 
have rendered a remarkable social service.”’ 


THE MEASURE OF A MAGAZINE’S 
WORTH IS ITS HOLD ON ITS READ- 
ERS AND ITS VALUE TO SOCIETY 


TRUE DETECTIVE 
MASTER DETECTIVE 
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22 
‘Life’ Ups Buckhout 
Clay Buckhout, formerly on| 


Life’s advertising sales staff, has 


been appointed assistant to the ad- | 
succeeding | 
| dent in charge of operations at the 


vertising director, 
James B. Dillingham, who reports 


‘Morrell Promotes Foster 


John Morrell Foster, vice-presi- 
dent of John Morrell & Co., and 
manager of its Sioux Falls, Ia., 
plant, has been named vice-presi- 


for duty with the Marine Corps | company’s main office at Ottumwa, 


this month. 


600 MILLIONS 
annually for POST-WAR 


PUBLIC BUILDINGS 
99% controlled by 
ARCHITECTURAL MEN 
Moral... USE 
= Si es 


Pencil Points 


the Magazine of Architecture 


Ia. He will be succeeded as man- 
ager of the Sioux Falls plant by 


|Robert T. Foster, formerly assist- 


|ant manager. Also promoted were: 


| Henry T. Quinn, assistant manager 


and sales manager at Topeka, 
named assistant manager at Sioux 
Falls, and B. J. Libert, sales man- 
ager at Sioux Falls, appointed to 


| succeed Mr. Quinn at Topeka. 


‘Bendix Elects Nicholls 


Palmer Nicholls, president and 


| general manager of Bendix Avia- 
| tion Ltd., North Hollywood, Cal., 
| has been elected a vice- president 
lof Bendix Aviation Corporation, 
/and named manager of the newly 


| created Pacific division of the cor- 
|poration, which succeeds Bendix 


| Aviation Ltd. 


Music Trades See 
Unlimited Market 
When War Is Over 


Chicago, July 26.—Discussions 
at the annual meeting here this 
week of the Music Trades Asso- 
ciation in general were confined to 
one topic: when will the govern- 
ment allow the industry to resume 
production? 

Prohibited since early in 1942 
from manufacturing its normal 
products, the industry since has 
marked time making glider parts 
and rebuilding discarded instru- 
ments. 

Envisaging a practically unlim- 
ited postwar market, MTA mem- 
bers say factors influencing the 
demand include a vast new group 
of servicemen who will want to 


continue playing instruments 
learned in the services and will 
want their children to learn to 
play an instrument, an increased 
interest in music by American 
youth and a marked trend toward 
musical instrument playing by 
adults. 

Harry D. Griffith, president of 
the National Association of Music 
Merchants, said that 75% of the 
piano factories are now idle, and 
that they will remain idle despite 
a WPB order to go ahead, until 
the OPA changes ceiling rates on 
plates, pedals, keys and other com- 
ponent piano parts. 


To Reach Adults 


Asserting that there is more 
interest in music- now than ever 
before in history, M. H. Berlin, 
president of the Chicago Musical 
Instrument Company, said his 
company plans to advertise to 
reach adults, who in the last ten 
years “have been the beginners in 
music lessons.” Mr. Berlin attrib- 
utes the increase in adult interest 
to radio, which first caused a de- 


AND REALLY 
PAID FOR 


THEMSELVES” 


Yes! That’s what H. C. Capwell Co. 
of Oakland proved. Let TRANSIT 
ADVERTISING prove its value for 
you. Your inquiry is invited. Write 
to the nearest office listed. 
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Pacific Coast Transit 
Advertising Representatives 
Members N.A.T.A. 


FIELDER, SORENSEN & DAVIS 
SAN FRANCISCO 


HARWOOD HOYT FAWCETT 
SAN DIEGO 


TRACTION ADVERTISING 
SALT LAKE CITY 


MAYNARD BOYCE, INC. 
LOS ANGELES 
PACIFIC N.W. TRANSIT ADV. 
PORTLAND 
Eastern Representatives 


NATIONAL TRANSITADS, INC. 
Chicago, New York 


his WHOLE PACIFIC COAST”"—AS A PA 1 
- 1 CONTRACT—1 INVOICE—1 CHECK ~ | 


Advertising Age, July 3} 


944 
cline in instrument playin ane 
since has spurred on ind ual 
purchases. Meanwhile, he aid 
the instrument manufa rere 


would continue to advert 
organs designed to reach teé 
and institutions. 

Declaring his belief that 2¢ \ go 
pianos will be sold in the firs 
after the war, and more in 
of the next five succeeding . a. 
George A. McDermott, vice-; o<;. 
dent of Gulbransen Piano ( op. 
pany, Chicago, termed the ; rec. 
ent situation “chaotic.” “The ex; 
six weeks will seriously affec the 
future of over 30,000 instrumen; 
establishments,” he said. 

On the basis of surveys ade 
by radio manufacturers that ‘heir 


postwar products will be com) ina- 


tion phonograph sets, the recor 
companies expect unprecedented 
business, Floyd Bittaker, manager 
of west coast sales for Capito] 
Records, Inc., asserted. 
Urge More General Ads 
“Manpower now is a _ bigger 


problem than materials for pro- 
duction,” he said, declaring that 
record companies are now supply- 
ing only 25% of the demand 

A check of opinions on the ad- 
vertising of musical instrument 
manufacturers has revealed that 
nearly all are agreed that such 
advertising has been confined too 
much to trade publications, and 
that newspapers and magazines of 
general interest might be used ad- 
vantageously as additional media 
for special types of instruments, 


5,000,000 FM SETS 
IN 18 MONTHS SEEN 

Chicago, July 26.— More than 
5,000,000 frequency modulatior 
home radio receivers, some retail- 
ing as low as $60, will be on the 
market within 18 months after th 
war, with the total going as hig! 
as 20,000,000 within five years, 
H. A. Crossland, manager of sales 
of the receiver division of Genera! 
Electric Company, predicted to- 
day before the National Associa- 
tion of Music Merchants, 

Stating that FM will dominate 
G-E’s product design, merchandis- 
ing and advertising programs afte: 
first production begins, Mr. Cross- 
land expressed G-E’s belief that 
its first postwar line, produced 
under unrestricted conditions, 
would consist of FM models to the 
extent of approximately 20% by 
units and 60% by dollar volume 
“Omitting small inexpensive sets 
from the picture,” he continued, 
“we expect our postwar line t 
consist of FM sets to the extent 
of 80-90% of all remaining types.” 
He amphasized that the future 
success of FM will depend en- 
tirely upon high standards of per- 
formance. 


Hoagland Heads TAE 


King Hoagland, secretary of the 
Institute of Carpet Manufacturers 
of America, has been elected 
president of Trade Association Ex- 
ecutives in New York City. Ros- 
coe C. Edlund and Lea §S. Hitc!ner 
have been named vice-presidents, 
and L. Abbett Post, secretury- 
treasurer. 


ADDITIONAL 
ADVERTISING 
SALESMEN 


For bonafide opportunities in the fo! w- 
ing territories: 


CLEVELAND & Middle West — Req. ‘es 


business paper experience, preferab!: '" 
electrical or appliance field. 


CHICAGO & Vicinity—Radio and ap | 
ance experience helpful but not esser 


NEW YORK & Vicinity—Radio backgro °° 
desirable. 


Apply by letter only, giving backgro "4 
fully. Explain availability, sales exp "* 
ence, territory in which you are interes 
income required, etc. 


If not interested yourself, perhaps 
know of Signal Corps man or other 
itary personnel, knowing radio and w 
leaving the service, who would like °° 
learn of these opportunities. 


CALDWELL-CLEMENTS, I} 


480 Lexington Ave., New York 17, N 
Publishers of 
ELECTRONIC INDUSTRIES 
RADIO & TELEVISION RETAILING 
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Advertising Girds 
for 5250,000,000 
War Fund Drive 


Ne. York, July 25.—A record 
num oer Of advertisers probably 
will -.pport the work of 4,000,000 
yolun cer workers in 10,000 com- 
munit'es, Oct. 4-Nov. 11, to raise 
a tot.! of $250,000,000 in a com- 
bined drive for community chests 
and ie National War Fund. The 
War “und portion not announced, 
is said to be slightly less than half 
of the total. 

For the first time this year, the 
National War Fund will be aided 
by t War Advertising Council, 
under its sponsorship committee, 
headed by John Sterling of This 
Week A council booklet on “Facts 
You Should Know About the Na- 
tional! War Fund” tells advertisers 
and agencies how they can aid the 
drive. The OWI will list it as a 


major theme for radio advertisers 
for the six-week period. 

Thomas d@’A. Brophy of Kenyon 
& Eckhart, New York, is general 
chairman of the public relations 
committee for the fund—members 
of which are Harry Batten, Edwin 
Cox, H. J. Heinz II, Bernard Lich- 
tenberg, Thomas J. Ross, Raymond 
Rubicam, and James W. Young. 
John P. Cunningham, Newell- 
Emmett Company, heads the com- 
mittee on publication advertising; 
Joseph R. Busk, Ted Bates, Inc., 
the committee on radio advertis- | 
ing, and Paul Holder, McCann-| 
Erickson, outdoor and poster ad-| 
vertising. 


Much Advertising Expected 


Value of space and time con-| 
tributed in all media for last year’s | 
drive has been estimated at more 
than $10,000,000. The Bureau of 
Advertising, American Newspaper 
Publishers Association, has re- 
ported that advertising space in 
daily newspapers for the National 
War Fund last October and No-| 
vember exceeded $1,500,000. 

In a special 64-page tabloid| 
newspaper, “National War Fund} 
the public re- | 
lations committee points out that) 
“the need for funds this year is | 
urgent.” The committee repro- | 
duces ads of various sizes for spon- | 
sorship in local newspapers. The| 
War Advertising Council suggests 
five ways in which ads of general 
advertisers can be harnessed to the 
program. Local advertisers will 
use the line, “Give generously to 
your community war fund, repre- 
senting the National War Fund.” 

The national fund provides 
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ENTING LEADING RADIO STATIONS 


financial support for the United 
Service Organizations, United Sea- 
men’s Service, War Prisoners’ Aid, 
United Nations Relief for 14 coun- 
tries, and Refugee Relief. 


Promote Fluid Heat 


Color pages and spreads in heat- 
ing, aircraft and automotive pub- 
lications are being used to pro- 
mote a new line of aircraft and 
automotive heaters, made by Fluid 
Heat division of Anchor Post 
Fence Company, Baltimore. Van 
Sant, Dugdale & Co., Baltimore, is 
the agency. 


Lt. Kist Reported Dead 


Lt. Robert A. Kist, a former 
member of the advertising depart- 
ment of Beau Brummel Tie Com- 
pany, Cincinnati, was reported to 
have lost his life in North Ireland 
July 4. 


Robbins Names Franklin 


The Robbins Company, Attle- 
boro, Mass., manufacturer of em- 
blems, name plates, service awards 
and insignia, has appointed Frank- 
lin Advertising Service, Boston, to 


|handle its accounts. 


Heads Toledo Sales 


Carl S. B. Fuller, for the past | 
five years in the sales promotion | 
department of Kroger Grocery & | 
Baking Company, Cincinnati, has | 
been named sales manager of all 
Kroger stores in the Toledo area. 


To Convert Amertorp | 


Conversion of the Amertorp | 
plant, St. Louis, from torpedo pro- | 
duction to can manufacture is on | 
the postwar agenda of American | 
Can Company. Although _ origi- 
nally intended for can manufac- 


able to the Navy in March, 


23 


the plant was made avail- 
1942. 
|Terms of the government contract 
|}provide for conversion after the 
war. 


| ture, 


Hasten the 
Return of Peace. 
Buy More 
War Bonds Now. 


Lag Mngelee Keg Marker 


Los Angeles—key market because 


this one metropolitan county has over 


AO per cent of the population and 43.2 


Because it 


eleven counties! 


per cent of the effective buying income 


of the entire state of California! 


has 71.4 per cent of the 


population and 75.2 per cent of the 


buying income of Southern California’s 


(Source: Sales Management) 


Because it is the third largest and 


third richest market in the 
with retail sales that top 


dollars annually! 


entire nation— 


two billions of 


For effective and economical adver- 


tising impact in this tremendously rich 


market, depend on the Herald-Express 


—today, as for years, the West's pre- 


ferred daily newspaper. 


LARGEST CIRCULATION OF ANY DAILY NEWSPAPER IN THE WEST 
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national magazines. Last year 

As U. Ss. Releases |Simmons used only five maga- 
= | zines, explaining to consumers 

Some Box Springs, ‘: mattress production was cur- 


i. | tailed, and stressing “spare time” 
Simmons Expands 


relaxation. 
New York, July 26.—Simmons 


Full page ads will run from 

July through December, recom- 
Company, with government re- 
lease of a “limited quantity of 


mending White Knight mattresses, 
Beautyrest box springs,” has in- 


which contain no critical war ma- 
creased its annual campaign to 23 


terial. “If you must have a new 
NEW IDEAS FOR SALE 


mattress now,” copy explains that 
a limited quantity of Beautyrest 
box springs at $39.50 each are 
available, “the ideal box spring to 
use with your nice, new White 
Knight mattress.” 
» We can clip all, or typical, business Young & Rubicam, New York, 
paper advertisements and editorial 
articles that will show themes for ad- 
vertising and publicity on products 
that are rationed or where high priori- 
ties limit their sale. Complete cover- 
age for industrial products, food prod- 


handles the account. 
AFA Elects Six 
ucts, home furnishings, etc. 
Write for Booklet No. 20, “How 


Advertising Federation of Amer- 
Business Uses Clippings.” 


ica has elected the following to 
membership: Wilson Sporting 
Goods, Company, Chicago; Califor- 
nia Prune and Apricot Growers 
Association, San Jose; Gazette, 
Charleston, W. Va.; Sports Afield 
| Publishing Company, Minneapolis; 
R. T. O’Connell Company, New 
York; and the Citizen- News, 
Hollywood, Cal. 


BACON’S CLIPPING BUREAU 


area FARM a” GENERAL. 
PAPERS PAPERS _ MAGAZINES 
221 N. LASALLE ST., CHICAGO 1, ILL. 


|Recording Co. Expands 


to National Coverage 


U. S. Recording Company, or- 
|ganized in Washington, D. C., in 
| 1938 on a local basis, will shortly 
cover a national territory. Plans 
/are under way to offer radio sta- 
| tions, agencies and advertisers full 
| air check facilities, remote pickups 
|in and around Washington, cutting 
and dubbing of all types of spot 
|announcements and programs, and 
|advisory service on_ recording 
problems. 

Direct mail is being used at 
present to agencies and radio sta- 
tions, with plans for extensive ad- 
vertising in business and trade 
magazines now being made by 
Henry J. Kaufman, Washington 
agency. 


Tea Garden Promotes 


Millard Bury has been appointed 
vice-president in charge of sales of 
Tea Garden Products Company, 
San Francisco. Harry F. Peters- 
meyer has been named vice-presi- 
dent in charge of production and 
H. D. Holcomb, secretary-treas- 
urer of the company. 


‘Esquire Readies 
Appeal in Postal 
Rate Argument 


Chicago, July 25.—Arguing that 
Postmaster General Frank C. 
Walker is trying to add to the 
fourth condition of the second 
class mail statute by saying that 
magazines must make a “special 
contribution to the public good 
and public welfare,” or otherwise 
pay fourth class mailing rates, 
officials of Esquire today formally 
announced their intention of ap- 
pealing their case to the District 
of Columbia court of appeals, ‘‘and 
then to the Supreme Court, if 
necessary.” 

The fourth requirement which a 
magazine or newspaper must meet 
to qualify for second class rates 
specifies that it “be originated and 
published for the dissemination of 
information of a public character, 


ADVERTISING 
ALLOWANCES 
REPORT 


Promotes harmony with dealers—many “chains” buy this ACB Service 


Want to rid your organization of collecting, check- 
ing, measuring, and verifying your allowance ad- 
vertising? Want all this detail handled accurately, 
promptly, and responsibly and sent you ready for 
payment? ACB supplies this in its Advertising 
Allowance Service. 


The ACB Advertising Allowance Service saves 
bickering between advertisers and their retail ac- 
counts due to discrepancies in records. ACB holds 
all tear sheets involved until your payment has 
cleared between you and your cooperating adver- 
tiser, thus giving you proof of accuracy of your 
Allowance statements. 


This Advertising Allowance Service is offered in 
either complete or limited coverage. 


In both the food and drug field, chain stores, super- 
markets, and independent dealers approve this 
method of paying advertising allowances, which 
has been designed to fully meet all requirements. 


NEW YORK (16), 79 Madison Avenve ° 


CHICAGO (5), 538 South Clark Street + 


Many “chains” are among our subscribers who in 
turn use our service to furnish proof of perform- 
ance on their cooperative advertising contracts. 


SEND TODAY! 


for a 24-page Catalog describ- 
ing and illustrating the 12 help- 
ful services which ACB will fur- 
nish to merchandisers. Gives 
details of cost, coverage, list of 
users, etc. 


CHECKING 


a eee 


ADVERTISING 


BUREAU 
INC. 


SAN FRANCISCO (5), 16 First Street 
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;or devoted to literature, th: 
ences, arts or some special j 
try, and have a legitimate | 
| subscribers.” 

| Esquire executives point ou 
Postmaster General Walker 

questioning Esquire’s right t 
the mails, but simply “whet 
shall continue to use them at 
ond class postage rates, wh 
has enjoyed uninterrupted], 
ten years, or whether it shal 
the higher fourth class po 
rates.” 


Decision Questioned 


Questioning the Postmaster | 
eral’s interpretation of the st: 
Esquire says: ‘‘The press and 
lic have generally recognized 
Esquire is ‘published for the 
semination of information 
public character’ and is ‘de, 
to literature and the arts,’ an: 
point was proved to universal! 
isfaction during the original |} 
ing before the Postmaster ( 
eral’s own hearing board, as 
evidenced by their report st: 
that Esquire completely ful! 
the fourth condition of the se 
class statute. The feeling is 
eral that in the long run it 
be determined that the office 
\the Postmaster General ca 
|hold and keep the power to 
|sOr magazines and newspa; 
under the present unprecede: 
interpretation of the second ec 
mailing statute, by which the 
|of classification is being used 
|an instrument of censorship. 

“The American public, 


the 
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if- 


rén- 


Vas 

ng 
led 
nd 


gen- 


will 
of 
not 


cen- 


ETS 


ited 


lass 
act 
as 


the 


American press and members of 


the armed forces have twice g 


on record during the course of 

| controversy to express censurs 
the attempt on the part of 
Post Office Department to in 
fere with the freedom of 
press,” 


publishers of newspapers 

“as a threat to the industry ; 
whole,” it was 
written briefs have been prese: 
as a “friend of the court” by 
American 


of America, the 
Newspaper Publishers Associa 
and the Civil Liberties Union. 


Esquire, by stipulation with 
Attorney General, will continu 
send its magazines by second « 
mail. 


Stokely Bros. & Co., Indiana} 
food packer, has approved p 


exchange for Stokely shi 
Stokely expansion will 
Crampton’s stock interest in W 
Roach Company, Grand Ra} 
Mich., as well as plants in ‘ 
and Michigan. 


one 
this 
» of 
the 
ter- 
the 


With a declaration that other 


and 


magazines view the Esquire cas¢ 


iS a 


announced that 


ited 
the 


i Newspaper Publishers 
Association, the Author’s League 
Pennsylvania 


tion 


Pending the outcome of the case, 


the 
e t 


"lass 


Stokely Buys Crampton 


olis 
lans 


to purchase all properties of 
Crampton Canneries, Celina, O., in 
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PRINTING 


We would like to show you 
samples of work that we 
are regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of opera- 
tion. Ad-setting, Engraving 
and Printing...all under 


ONE roof. Phone or write to 


THE FAITHORN CORPORATIO! 
400 N. Rush St., Chicago 11 
Phone WHitehall 2300 


Leading Agencies Rely on 
Faithorn 3-in-1 Service’ 
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Fall Radio Fare 
Begins to Shape 
Up on Networks 


Chicago, July 25.—Fall pro- 
ing on the Blue Network 
s a new style quiz show, a 
program and use of the 
cilities by a continuing 
. while “Duffy’s Tavern” 
vitech to NBC in September. 


Dr. Pepper Starts 


sponsored by the Dr. Pepper 


Com: any, Dallas, Tex., maker of 
Dr yper soft drinks, radio’s new- 
est ne, “Darts for Dough,” will 


he unched Aug. 6, to originate 
Hollywood on Sundays over 
ll Blue Network at 1 p. m,, 


the 

pwr. A replacement for the “Al 
Pea in Fun Valley” program, 
“De for Dough” has been a 
feature of a Texas network for 
several years. Orville Anderson, 


originator of the program, will act 
as zmaster of the participation 
show Which combines questions 


and dart throwing skill to win 
cash prizes. 'Tracy-Locke, Dallas, 
placed the account. 


Boy-Ar-Dee Program 


On Aug. 19, Chef Boy-Ar-Dee 
Quality Foods, Inc., Milton, Pa., 
for its spaghetti dinner product, 
will begin sponsorship on the full 
Blue Network of a Saturday 
norning variety program, “What’s 
Cooking,” to be heard from 9:30- 
955 a. m., CWT. Home economy 
suggestions and news on food will 
be given by Beulah Karney, home 
economist; songs by Earle Tanner 
ind the music of Eddie Ballan- 
tine’s orchestra will be features of 
the show. Contract for 52 weeks 
was placed by the McJunkin Ad- 
vertising Company, Chicago. 


Gum Takes Full Net 


Gum Laboratories; Inc., Clifton 
Heights, Pa., which sponsors “Hello 
Sweetheart” for its Ivoryne chew- 
ing gum on the Blue Network, 
effective Sept. 16 will use the full 
network. The program is now 
heard over 123 Blue stations each 
Saturday, 4:45-5 p. m., CWT. The 
account is handled by McJunkin 
Advertising Company, Chicago. 


Duffy’s Tavern to NBC 


Bristol-Myers Company, New 
York, in September will shift 
“Duffy’s Tavern,” now heard on 
the Blue Network for Sal He- 
patica and Minit-Rub, Tuesdays, 
8:30-9 p. m. EWT, to the Friday, 
8:30-9 p. m., EWT period filled 


this summer by General Foods 
Corporation’s “The Thin Man” 
program. Agency for Bristol- 


“ary is Young & Rubicam, New 
fork, 


McCauley Named V.P. 


Charles M. McCauley, New York 
Cistrict sales manager of the Pro- 
rhy-Lae-Tiec Brush Company, has 
deen elected a vice-president. 


— 
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ER OF THE YOUTH GROUF 


Joins Biow Co. 

Toni Mende has joined the Biow 
Company, New York, to book non- 
professional talent for Milton 
Berle’s “Let Yourself Go” program 
for Eversharp. 


Names Erwin, Wasey 
Erwin, Wasey & Co., Chicago, 
has been named to handle com- 
mercial as well as domestic adver- 
tising for Toastmaster products 
division of McGraw Electric Com- 
pany, Elgin, Ill. D. S. Elrod will 


‘Jumbo’ Baby Oil 
to Get Campaign 
in 28 Magazines 


Newark, July 26.—Mennen Com- 
pany has scheduled advertise- 
ments in 28 general, women’s and 
farm magazines to announce re- 
turn, after 18 months, of a 29- 
ounce economy size bottle of anti- 
septic baby oil. Formerly priced 
at $2.25, the giant size bottle is 


be account executive. 


now $2, with a fair trade mini- 


mum of $1.75, said F. S. Dieterich, 
vice-president. 

“A campaign such as never be- 
fore was seen in the baby prod- 
ucts field’ will be spearheaded 
with a color page in Life for Sept. 
22, with the headline, ‘Mother It’s 
Back—at New Low Price.” H. M. 
Kiesewetter Advertising Agency, 
New York, handles Mennen baby 
products advertising. 


Rain-Fashions Formed 
Richard Freedman, vice - presi- 

dent in charge of sales of Pied- 

mont Shirt Company, New York, 
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has resigned to become vice-presl- 
dent and general manager of a 
new organization, Rain-Fashions, 
Inc., specializing in women’s and 
misses rainwear of Koroseal, B. F. 
Goodrich Company’s product. 
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“HURRY, CHIEF! LET’S GET 
TO THE BOTTOM OF THIS!” 


@ It takes 915 feet of climbing to get to the top of 
WKY ’s new antenna, one of the two highest in America 
and the sixth highest man-made structure in the West- 
ern Hemisphere. But getting to the bottom of what it 
will do for sponsors of radio advertising in Oklahoma is 


really the important matter. 


The engineers figure it will push out daytime coverage 


considerably. Whatever the increase, it will merely en- 


large the coverage which is already greater than that 


of any other Oklahoma City station. Nighttime coverage 


will be nearly doubled due both to a unique antenna 


array and a fivefold increase in power. 


WKY’s new quarter-million dollar transmitter instal 


lation will be ready for the air in the near future. 


In 


the meantime and with present facilities, WKY is giving 


advertisers more coverage, more listeners, and more for 


their advertising dollar than any other Oklahoma City 
station. WKY is THE radio buy in Oklahoma today. 


It will be an even better buy tomorrow. 
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Canada May Lift 
Ban on Certain 
U. S. Magazines 


New York, July 25.—National 
Publishers Association has advised 
its members, in a bulletin released 
last week, that the Canadian Min- 
istry of National Revenue in pre- 
senting budget resolutions recently 
to Parliament in Ottawa, included 
one providing for cancellation of 
the section of the War Exchange 
Conservation Act restricting entry 
of certain types of magazines. 

“Since the present administra- 
tion in Ottawa holds a majority in 
Parliament,” NPA said, “this reso- 
lution will undoubtedly be ap- 
proved, and therefore wil possibly 
become effective on Aug. 1, 1944.” 

In December, 1940, Parliament 
restricted importation of “periodi- 
cal publications, unbound or paper 
bound, consisting largely of fiction 
or printed matier of a 
character, including 
sex, western, and alleged true or 
confession stories, and _ publica- 
tions .. . commonly known 


supplements used with newspa- 
pers.” 

The decision of the Minister of 
National Revenue on such publi- 
cations was made “final and con- 


clusive.” 


similar | 
detectives,| WJW, Cleveland, have contracted 


Balderston Named to 
Head Philco Operations 


William Balderston, vice-presi- 
dent in charge of the commercial 
division of Philco Corporation, 
Philadelphia, has been elected 
vice-president in charge of opera- 
tions and a member of the execu- 
tive committee. 

Mr. Balderston joined Philco in 
1930 to organize the car manufac- 
turers division, handling sales of 
automobile radios to the motor in- 
dustry. In 1941, he was elected a 
vice-president and director with 
Washington offices to direct the 
company’s war work. 


Shell Airs Football 


Shell Oil Company and Station 


to broadcast the Ohio State Uni- 
versity football games of the 1944 


as|season over a seven-station net- 


comics, but not including bona fide | work. 


RIDDER-JOHNS, INC 
Netione! Representatives 
NEW YORK CHICAGO 
MM) Madisor Ave Wrigley Bidg 
$T PAUL 
Dispetch Bidg 
Newspopers Get 
Immediote Action 


Telephone 
Company Building 
in St. Paul 


Houses 640 employ- 
ees 

Serves area repre- 
sented by 5 tele 
phone exchanges 
Height 7 stories 
equivalent to 9-story 
office building 3 
basement floors 
Completed in 1937 
at cost of 2 million 
dollars, includ- 


ing equipment 


Mothers Given 


Reminder Cards 
for Child Care 


Philadelphia, July 26. — Coop- 
erating with the medical profes- 
sion to inform mothers about spe- 
cific diseases against which they 
can protect their children, Sharp 
& Dohme, manufacturer of phar- 
maceuticals, is offering mothers an 
immunization record card in its 
current magazine advertising. The 


cards are distributed only through 
physicians and serve to remind 
mothers when the effectiveness of 
vaccines and immunizing injec- 
tions have worn off. 

In addition, the company has 
published and distributed a folder 
which lists the various infectious 


diseases preventable through a 
series of vaccinations and im- 
munizations, describes the per- 


centage of children now protected 
and warns against the mistake of 
avoiding or postponing preventive 
treatment. 

Statistical data relative to the 
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diseases specified in the 

were obtained by Elmo Ro 
public opinion authority, th 
a nationwide immunization sg) 
sponsored by Sharp & Dohr 
showed, among other things 
80% of mothers of children 
five believe in immuni; 


against smallpox and diphth 


but only 48% have had a: 
their children protected a; 
smallpox, and 65% against 
theria. Findings regarding w) 
ing cough showed the figures 
47% and 35%, and for x 
fever, 50% and 7%. 


944 


Ste 
vat 8.0 


on Né 
la, 97,00 
Ol men 
ist mad 
ls calle 
p- par‘ 
be of G 
let tion 
Inst 


Look who's saying, “Thanks 
~ Better Homes & Gardens” \() 


He is the president of a large company, and the three-acre plot 


which he is standing not only grows food for his employees, 


public goodwill for his firm, as well. It is one of hundreds of Vict 


Gardens encouraged by manufacturers, public utilities, insurance com 


nies and department stores, and guided by “‘Better Homes & Garden 


Commenting on the part ‘‘Better Homes & Gardens’’ playe: 


this project, he writes, “Thanks to the know-how you supplied, th 


gardens have been so successful that they are meeting food req 


ments for almost one million families —and it doesn’t take m 


imagination to figure what that means in shortages avoided! 


“You deserve a lot of credit, too, for the form in which you he 


us, since it enabled us to broaden our project out to include 


of our customers and thus accomplish something that under pre 


conditions is rare—a real job of maintaining public relations. Thanl 


Behind this letter is one of today’s vivid ex- 
amples of how “Better Homes & Gardens” 
is co-operating with business to protect 
America’s living standards. For to business 
firms enlisting in the Food Fights for Free- 
dom campaign, it offered at-cost reprints of 
its Vegetable Garden Guide. Andthe response 
showed the need! Eight hundred thousand 
copies were distributed to such firms as 
A.T.&T., General Motors, Shell Oil, Macy’s 
...and orders for thousands more had to 


“Better Homes & Gardens” the m 
accepted authority in its field, ! 
the most alert to help business 
its contacts with the public. 


conclusive evidence that n 


bet 
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Merec 
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go unfilled because of the paper sho! 
Then, as a companion piece, “Bet 
& Gardens” prepared a Canning 
ing materials that had already a) 
the magazine. Approximately 500 
were spoken for before they had b 
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BB Cans in Uniform’ 
“story Heard by 
= 8,000,000 Women 


ler 

ts New York, July 25.—More than 
ia. WE 97,000 women’s clubs with a total 
of ME mem>ership of over 8,000,000 have 
rst made use of a study program 
he calle “Cans in Uniform” pre- 
De narec by the Club Service Bureau 
se HE of G 0d Housekeeping in coopera- 


tion vith the Can Manufacturers 
Inst: ute, according to a report is- 


|sued by the Good Housekeeping 


Club Service. 

The program, which was pack- 
aged for the clubs and supplied 
to program chairmen, tells the 
story of the role which cans are 


playing on battle fronts and 
stresses the importance of can 
salvaging. 


In connection with the program 
a 16-page illustrated booklet, ‘““‘The 
Story of the Can in Wartime,” was 
distributed to home economists 
and women’s page editors through- 
out the country. 

F. J. O’Brien, president of the 


| Can Manufacturers Institute, said 
|that more than 2,500 products 
| manufactured or processed by 135 
| industries are ordinarily packaged 
| in steel containers. 


Block Tests in Cuba 


Block Drug Company, Jersey 
City, has released an extensive 
test campaign in Cuba for Poli- 
dent cleanser for false teeth. Me- 
dia include newspapers, maga- 
zines and direct mail, with Irwin 
Viadimir & Co., New York, in 
charge. 


Hamilton Names Butler 


| Hamilton Radio Corporation, 
New York, has named Butler Ad- 
vertising, New York, to handle ad- 
|vertising of Olympic radios. An 
|institutional series is currently 
running in domestic and export 
trade publications. 


Camp Names Kaufman 


S. H. Camp & Co., Jackson, 
Mich., has appointed Frank H. 
Kaufman & Co., New York, to 


handle advertising of its proprie- 
tary products. 
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York, has 


July, 1941, 


Boosts Ad Rates 


Refrigerating Engineering, New | 


effective with the January, 1945, 
issue on advertising not covered | 


issued rate card 16) 


| made its demands clearly evident. 
| Perhaps typical of the attitude | 
‘of the organization is the conver- | 
‘sation which this reporter had | 
| with a major in Wac public rela- 
|tions, over the selection of an 


by contracts acknowledged before 
June 16, 1944. 
be $167.50 for one time, $142.50 | 
for six times, and $130.00 on a | 
12-time basis. 
sent an increase of about 30% over 


crease in circulation. 


New page rate will 


These rates repre- 

Wac Advertising Shows 

Poor Media Relations 
Washington, D. C., July 27.— 


in- 


based on a 50% 


CHICAGO « DEL 3800 


It is difficult to understand the 
‘reasoning of Wac officials who, 
through poor media relations 
activities, have cost the Wac drive 
thousands of dollars worth of con- 
tributed radio assistance. 

War Department failure to at- 
tempt an understanding with the 
radio industry and other media 
|stands out as a public relations 
|blunder of the first order, and 
incidentally, a completely pointless 
blunder, for just as the campaign 
is now breaking into outdoor, it 
will probably eventually use paid 
radio time as well as newspapers, 
and perhaps magazines. 

Those who have attempted to 
work with the men who run the 


‘«No Burton Browne 
client has a com- 


By STANLEY E. COHEN, Washington Editor 


| agency for the account. 


“T am to 
call you in half an hour and read | 


the announcement,” the major | 
said. 
When this reporter suggested 


Wac drive here say, however, that | that he might just as well read the 


this attitude is not unusual. They 
demonstrate particular dismay at 


the activities of free-lancing Wac | 


officials in the field, who embar- 
rass OWI officials with their de- 
mands on local newspapers, radio 
stations, and G6utdoor operators. 

While this reporter cannot at- 
tempt to place responsibility for 
the mistakes, he has heard the 
complaints from OWI officials, 
media executives, and finally, he 
and other reporters have experi- 
enced them. 


|announcement then, since ADVER- 
| TISING AcE would not appear for 


four days, the major protested, 
“Oh, no. You might telegraph 
your subscribers and claim a 
scoop.” H-Hour for the announce- 


ment of the reappointment of 
Young & Rubicam, it seemed, was 
12 noon. 

ok a * 

Revision: Radio has been asked 
to tone down its claims for the 
amount of time contributed to the 
war effort. Under a new account- 


First, though quietly collecting | ing method now being worked out 


agency presentations before Con- 
gress had appropriated any funds, 


|by the NAB and War Advertising 
Council, the industry will no 


the Army alleged no knowledge of | longer claim the full value for net- 
a forthcoming $5,000,000 campaign. |} work programs where only a por- 
Then, the cat out of the bag, it! tion of the commercials are on war 


had no statement on 
even when the radio industry had 


its plans, | subjects. 


Turnover: Justice will 
have to assign a new lawyer to 


One of 106.417 Queries 
Answered Last Year by 


Mary Cullen’s Household 


Arts Service of The Journal 


“ASK MARY CULLEN?” is a household phrase through- 
out the Oregon Country. Mary Cullen’s Column, a feature 
published daily and Sunday in the Oregon Journal, draws 
mail from every one of the 608 post 
offices in Oregon, from nearly every state, 
and from abroad. Small wonder that 
this feature of The Journal rates high in 
> readership and observation in every 
La f- survey. It is written by Mary Cullen’s 
— = staff of home economists. They know what 
homemakers want to know because they answer as many 
as 1,600 telephone calls a day, as well as the queries of 
the thousands of visitors to Mary Cullen’s Cottage, the 
department’s street level colonial home on Portland’s 
busiest downtown thoroughfare. 


The questions cover every phase of cookery, home can- 
ning, preserving and freezing foods. Information seekers 
also want to know about child care, home sewing, spot 
and stain removal, home decoration and etiquette. Mary 
Cullen’s Household Arts Service is indeed a continuous 
quiz show. And its experts know all the answers. 

Young brides and mothers turn to this Journal service 
for help in running their homes, organizing their work. 
Experienced housewives call on Mary Cullen for new 
ideas, how to prepare special dishes. Yes, professional 
cooks, maids and even men folk find this service inval- 
uable. For Mary Cullen’s file contains over 250,000 
different recipes for dishes of all kinds, 
from every section of the country, 
almost every country in the world. The 
universal appeal of Mary Cullen's 
service is based on two things—the all- 
encompassing scope of the service, and 
the unbounded, well-founded faith in 


the accuracy of the 
information given. In 

the eleven years of the 
department’s existence 


S 


> 


Mary Cullen and her staff have built themselves into the 
life of the community through service they have rendered. 


“Mary Cullen” personifies the spirit of better home- 


making in thousands of homes 


in the Oregon Country. 


The women of the Mary Cullen staff, though for the most 
part anonymous, devote their energy and ingenuity to 


a 


| 


lightening the burden and making life 
more pleasant for that most important 
person—the homemaker. They are typical 
of the hundreds of anonymous men and 
women who daily spend their energy 
and ingenuity in creating Portland’s 
favorite newspaper—The Oregon Journal. 


If you lived in Portland you’d read 


The JOURNAL 


PORTLAND, OREGON 


Afternoon and Sunday 


Represented 


Nationally by REYNOLDS-FITZGERALD Member Metropolitan & Pacific Parade Groups 


Advertising Age, July 31, 944 
represent Postmaster Ge: °ra) 
Frank C. Walker when the Es. iro 
case is appealed. Benedict S 
nard, who previously handle 
suit, has resigned. 
* * * 
Competition: On the U. S. 
ket today are some 12 to 15 | 
sand brands of insecticides, f, 
cides and disinfectants, the ins 
cide division of the War id 
Administration reports. This | 4}; 
which checks all such pro ‘ 
moving in interstate comm 
says most are entirely reliable. 4 


when directions are followed do 
what manufacturers Prom <e. 
Much publicized newcomer in ‘he 


insecticide field is DDT, spons: eq 
and developed by the Army, > ow 
being tested for peacetime p: ssj- 
bilities by the Department of . 
culture. Nine large chemical {\:ms 
are already producing DDT and 
four others are getting into q 
tity production, WPB reports. 


Repairs: Radios ranked as the 
top household appliance in need of 
repair parts, in WPB survey, ; 
only 8% of radio owning house- 
holds have none in working order, 


Incidentally, tube production for 
civilians is increasing sharply, 
Large numbers will be appearing 


on dealer shelves from now on 
Irons: WPB has now gone over 
the top in its electric iron pro- 
gram, assigning quotas for 2,037,- 
838. No irons have been finished 
yet, but they are expected in stores, 
ration-free, in the fall. Casualties: 
An OWI official observed the other 
day that of 16 key officials whom 
he consulted on a matter last Aug- 
ust, only three remained with the 
agency. 


we * a 
Job: For our money, Mason 
Britton, the McGraw-Hill execu- 


tive who did such a splendid job 
on machine tools for OPM, ac- 
cepted one of the biggest jobs in 
the country when he agreed to 
supervise the sale of surplus 
plants, materials and facilities fo: 
the RFC. Estimates of his stock 
in trade top $15,000,000,000, and 
the political and economic head- 
aches attached are terrific. Good 
Wishes: To Brooks Darlington, the 
capable, likable OWI deputy who 
has given up what he considers :‘ 
humdrum Washington existence t 
go to the Far East for the Over- 
seas Branch. They are unanimous 
in this city of begrudged compli- 
ments, that he did a swell job with 
conservation and stabilization. 
oR eo * 


Help: Civilian supplies of trucks 
have been considerably increased, 
9,166 being released for non-mili- 
tary users in May, a decided im- 
provement over April, and three 
times as many as civilians had 
for the entire year of 1943. Heavy 
trucks are still an urgent military 
need, enjoying priorities equa! to 
the B-29. Simplification: Observ- 
ers believe use of short term con- 
tracts by the Army, recently an- 
| nounced, will simplify contract 


terminations, as well as assure the 
|War Department tighter control 
over prices. Air Forces, incid 
ally, is training 4,225 officers 
|men for termination duties. 

a * oe 
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Surpluses: We admire the o: 


SELLING NEW HAVEN’ 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today’s 
best-spending customers 

100,000 readers daily! 


* *& THE * x 
NEW HAVEN, CONN. 


JOURNAL - COURIE! 
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Advert 

nality of Treasury Procurement 
planners who have devised a mail- 
‘ag piece to accompany announce- 
ments f sales, providing illustra- 
tions of possible uses for the goods, 
and wsts of potential customers. 
On ine other hand, we fail to 
unde tand why Treasury will not 


commit itself on whether or not it 
wil] sanounce the names of firms 


buy! surpluses. It announced 
iast week that 10,000,000 sauare 
feet o/ Shearings had been sold to 
FEA and “coat and slipper manu- 
facturers,” but no information on 
purchasers or prices is available. 
Turkey: War Food promises only 


three pounds of turkey per capita 
for civilians this year, a quarter 
pound less than last year. 

* * * 


Up: Along with the tide, state 
tax revenues reached $5,094,000,- 


000 in 1943, 2.4% above 1942’s 
$4,975,000,000, the Department of 
Commerce reports. Display: WPB 
has an exhibit of sample shoes 
treated to prolong wear, in coop- 


eration with a government pro- 
sram. Shoes were supplied by 80 
jeading producers, and included 
all grades from low price to ex- 
pensive. Plea: Harold Boeschen- 
stein has asked printers to dis- 
courage the use of elaborate ad- 
vertising presentations. 


Four A’s Releases Study 


Covering 65 Cities 

A study of 65 cities in the United 
States and Canada of more than 
100,000 population in which news- | 
papers were audited to Sept. 30) 
and Dec. 31, 1943, has been re- 
leased by the Four A’s. The mate- 
rial will comprise Volume 13-A of 
“Market and Newspaper Statis- 
ties,’ compiled under the direction 
of the Four <A’s committee on 
newspapers, 
“Market and Newspaper Sta-| 
tistics’ includes latest figures on | 
population, number of occupied | 
dwelling units, audited newspaper | 
circulations, linage, retail rates, 
general rates, the differential be- 
tween retail and general rates, and 
an analysis of those sections of 
ABC audit reports which deal with 
circulation inducements. Copies 
of Volume 13-A are available to 
non-members of the Four A’s at 
$6 each. 


Maico Names McCann 
Maico Company, Minneapolis | 

manufacturer of hearing aids, 
audio meters and other electronic | 
devices, has appointed the Minne- | 
apolis office of McCann-Erickson | 
to handle its advertising. 
The company will hold a sales | 

and advertising convention of its | 
more than 100 representatives in | 
Minneapolis July 31-Aug. 2. 
| 


Issues Canning Booklet 
Leslie Salt Company, San Fran- | 
sco, has offered to dealers for | 

free distribution its 15-page, illus- | 

ated booklet on “The ABC of 
inning and Salting Vegetables.” 
mple methods of canning are} 
mphasized and the “acid-brine” 
nethod of canning is introduced. 

‘win, Wasey & Co., San Fran- 

sco, is the agency. 
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ISSISSIPPI 


JACKSON 
City of Opportunity 


ew oil discoveries, new indus- 

new agricultural develop- 
ts in Mississippi combine to 
e Jackson—the Capital City— 
of the fastest growing metro- 
Pc tan areas in the New South. 
Bu ness was never better in Jack- 
so. than it is today. 


ckson, with a 130 million dol- 
market, is Mississippi's biggest 
most progressive business 
er. 
SLI offers you effective cover- 
a of this ''Double-Return'’ mar- 
-at less cost. 


B| UE NETWORK 


WEED & COMPANY 
VATMDN AL REPRESENTATIVES 


| 
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Newspapers Run 
$44,000,000 War 
Ads in 9 Months 


New York, July 26. — With 
$3,204,547 in April, war theme 
advertising in United States daily 
and Sunday newspapers in the 
nine-month period from Aug. 1, 
1943, totaled $44,907,785, the Bu- 
reau of Advertising, American 
Newspaper Publishers Association, 
reported today from a compilation 


by Advertising Checking Bureau. 

War bonds led in newspapers 
in April with $855,589, or 26.7% 
of the month’s total. Fat salvage, 
with a new phase of the campaign 
sponsored by the soap and glycer- 
ine industry, rose from 20th place 
in March to second in April, with 
$313,297 or 9.8%. Waste paper 
salvage ran a close third, $310,314, 
and ‘Don’t Telephone” was fourth 
with $291,610. 

More than $18,000,000, or about 
40% of all war theme advertising 
in the nine-month period, was de- 
voted to war bonds. “Don’t Tele- 


phone,” second for this period, had 
nearly $4,000,000, and the Red 
Cross, third, less than $3,000,000. 


International Salt 


Hires Traffic Engineer 


Lloyd B. Reid, Detroit traffic 
engineer and former Michigan 
state highway commissioner, has 
joined International Salt Com- 
pany, Scranton, Pa., as a consult- 
ing engineer. 

In his new post Mr. Reid will 
assist in an aggressive new pro- 


29 
gram to increase use of augar 
action rock salt on streets and 


highways to reduce hazards from 
snow and ice. 


| Vanover Shortage? | 


Koss 


STEVENS 


Radlo and Newspaper Publishers & 
‘Representative | 


ways to do things. 


Consolidated pioneered by producing coated 
paper so speedily and economically that its price 


could be materially reduced, an achievement 


Who would have dreamed of aeroplanes 
without motors? Yet today such planes are 
actually flying .. . propelled in about the same 
manner as a child’s sky-rocket. Again America 
is willing to abandon traditional methods 


and blaze new trails in the search for better 


Thus... back in 1935... when the cost of 


enamel-coated paper was restricting its use, 


which had long been considered impossible. | 


CONSOLIDATED Cade PAPERS a 
AT UNCOATED PAPER PRICES | 


Paper and printing are essential to war!!! Tons of 
printed forms must be used daily for vital orders and 
records ... countless instruction books must be 
printed for our armed forces. Equally important is 
the job of speeding-up the war efforts of millions 
of men and women at home, in which work paper and 
printing play a star role. 


Coated paper makes possible the realistic illustrations 
in magazines and in technical journals which keep us 
informed, stimulate enthusiasm and thus assist the war 
effort. Coated paper is also needed for brochures and cat- 
alogs which today “pinch hit” for salesmen in uniform. 


Four Modern Mills... All in Wisconsin 


War needs for additional paper make Consolidated’s 


achievement of added importanc 


not only lowered the cost of enamel-coated stock but 
showed that high quality could be attained with a minimum 
use of man-power and machine-hours which 


are now So critical. 


Furthermore, the high opacity a 


of Consolidated Papers permit substantial 


reductions in the weights ordinaril 
fied without materially lesseni 


appearance of publications or brochures. 
This conserves paper and the materials of 


which paper is made. 


e. For that development 
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CONSOLIDATED WATER POWER & PAPER COMPANY 
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Disagrees on Soundness 


of Instalment Buying 
To the Editor: 
sales of postwar . 


This department is a reader’s forum. ‘Letters are welcome. 


to spend, this summer, not only 


“Tne expected | what he earns this summer but 
. . products will| also what he hopes to earn next 


be possible, after the first flush of | winter, then it is only a question 


pent-up demand is exhausted, only 


of a few months until (barring an 


through the expansion of demaiid | improvement in his credit rating) 


made possible by instalment pur- 
chases.” 

Boldly out on that limb goes 
ADVERTISING AGE (July 10)—edi- 
torially and without the vestige of 
a quotation mark. 

There are, of course, many who 
do hold such a belief in all sin- 
cerity—some of them, doubtless, 
quite without a stake in the 
money-lending business. But ought 
it, after all, to be announced like 
an accepted fact—especially by an 
editor who should have developed 
some immunity to the wish-think- 
ing of interested groups? 

For, there are many, too—and 


he will have to reduce the scale 
of his buying, permanently, to 
approximately that of his current 
income—i. e., the very same scale 
on which he could buy if he hadn’t 
borrowed at all! With the differ- 
ence, however, that whatever por- 
tion of his income he must spend 
for carrying charges, he cannot 
spend for more enjoyable products 
such as you enumerate. 

Isn’t it, indeed, a pretty dismal 
as well as difficult belief to hold, 
that only while consumers are 
going further and further into 
debt can we avoid buying slumps? 
For that certainly can’t go on for- 


| 
| 


| whom it seems obvious that if Joe| good only up to a certain point— 


| Doakes borrows all he can so as/|and no farther. 


And isn’t it far easier, as well 
as far more cheerful, to believe 
that whenever a dollar’s worth of 
product reaches the counter, a 
dollar’s worth of power to buy it 
has by its production been placed 
somewhere — whether as wages, 
rent, interest or profit? Does not 
even the “only-through-borrow- 
ing” theory recognize that? For 
unless somebody has the necessary 
money to spend, he couldn’t have 
it to lend, either. And from whom, 
then, could we borrow? 

As a worker in advertising, I 
feel an interest primarily in the 
restoration of free enterprise. I 
have never believed that the pros- 
perity of my business, nor of busi- 
ness generally, depends on keep- 
ing the public ignorant, credulous, 
and in debt. Let any industry 
which harbors illusions of indis- 


among us not a few recognized|ever. Most of us have credit| pensability be free to sing of them 
authorities on economics — to| which (fortunately for us!) is|to its heart’s content and _ its 


You, too, can reap a harvest in booming Wichita... 


and that aint hay! 


Wichita KFH 


ie 


Unprecedented spending money is pouring from 


he 
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Beechcroft Photo 


these rich farm lands . . . and from Wichita’s fabulously booming avia- | 


tion industries. 


With the second largest population increase in the country | 


and the per capita dollar value of its war contracts in first place, 


Wichita is in the money! 


But that is only half of the story . 


for 


Kansas, with Wichita its industrial as well as agricultural center, is 


already laying tangible plans for peacetime industrial expansion. Today's 


booming industry, with its backlog of agricultural and oil resources, is 


CBs ° 


5000 WATTS DAY & NITE e 


here to stay! 


For 


sales now and greater 


record breaking 
sales in the future... 
stick to that selling 
station in Kansas’ rich- 
est market 


WICHITA 


CALL ANY PETRY OFFICE 


pocketbook’s limit—even if they 
gain acceptance mainly because no 
other coherent group has any cor- 
responding financial interest in 
puncturing them. But at a junc- 
ture when the freedom to buy and 
to sell—and therefore to advertise 
—is in as precarious a spot as it 
is today, let us not too rashly tie 
ourselves up to any of these “in- 
dispensable” kites—least of all to 
any theory that a dollar will make 
more business when spent by a 
poor man who has borrowed it at 
some 36% interest, than when it 
is spent directly by the wealthier 
man who has it, to lend or to 
spend. Let us think, rather about 
reforms in laws and taxes which 
may motivate the man who owns 
a dollar to spend it without fear 
—for cars or for car-building ma- 
chinery: either way, it will go to 
boost wages and keep business 
moving. 
Harris K. RANDALL, 
Chicago. 
v re 


Price Comparisons 


To the Editor: I note from my 
July 10 copy of ADVERTISING AGE 
that Copy Cub says: 

“Zenith’s $40 hearing aid has the 
industry in a dither, ADVERTISING 
AGE reports, but after all, they still 
sold Cadillacs after Fords went 
into production.” 

This comment may be very true, 
but I wonder what would have 
happened if Rolls-Royces had sold 
at the price of Fords. 

May we suggest that you try a 
Zenith radionic hearing aid on any 
one of your hard - of - hearing 
friends, and compare it with any 


|other hearing aid on the market, 
|and you will unmistakably get the 


point? 

FRED G. SCHREIBER, 
Advertising Department, Zen- 
ith Radio Corporation, Chi- 
cago. 

v v v 


The New Era 


To the Editor: Can it be that 
advertising experts of the country 
have been asleep all these years? 

Is it possible that with all our 


| efforts to create new accounts, in- 


crease space (in normal times, I 
mean), and shake two plums off 
the profit tree where only one fell 
before, that we have entirely over- 
looked the church on the corner? 
But that isn’t true of Washing- 
ton in these few remaining days 
before D Day (Dewey Day). 
Here, in the Washington Star, is 
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JUNE BRIDE? 


¢ 


WHY NOT USE THE FACILITIES ©” 


The Little Church 
of Fort Lincoln 


A& HAVE HUNDREDS OF 
OTHER COUPLES 


att 


the evidence of the birth of a new 
era. 

I leave the breaking of this mo- 
mentous story to the adver! sing 
world to ADVERTISING AGE. : 

R. L. Hosari 

Publisher, National Paint Bi !- 

letin, Washington, D. C. 

ae 
Service Pony Edition 
Pulling Fan Mail 


To the Editor: I’ve just re- 
ceived the second issue of yow 
Servicemen’s Pony Edition. I read 
it with great interest. I find it 
not only interesting but thought- 
provoking. 

Keep up the swell job. I'll be 
looking forward to the ensuing 
issues. 

Pvt. Henry A. RUDMAN, 
Camp Crowder, Mo. 


AVAILABLE AT 
NO CHARGE 
+-Let Us Take Care 
of All Particulaes 
Call LAncoin 3578 


ed 


To the Editor: Our boys in 
service sure do appreciate that 
Pony Edition you are putting out! 
May we have an extra copy and 
also one for Sgt. Lansign P 
Moore? 

ARTHUR CLIFFORD, 
Vice-President, Holden, Sted- 
man & Moore, Detroit, Mich. 
To the Editor: A Servicemen’s 

Pony Edition of ADVERTISING AGE’ 


The July 15 issue of Army 
Times says you are sending copies 


without charge, to all interested 
servicemen, and I want to get right 
up at the top of your mailing list 


ay eet 


Will you please send me copies 


regularly? 
In happier days, I managed the 


| Products Mfg. Company, Can- 
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that saves time and headaches P 


22 EAST ILLINOIS STREET SUPERIOR 


%e 
% ee? & 
Pvecennede®® °, 


provides a proofreading 
department trained to recognize typographical 


errors in manuscript as well as in 
actual setting...Every proof is double-checked ++ 


all errors corrected before releasing 


proofreading service | 
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ton, Ons and among other things 
panded their advertising. 

“Th nks a million. A hell of a 
ex-advertising men will be 


| pink with your pony edi- 


Adve 


Sct. Pau. E. FuNK, 
Ft. Jackson, S. C. 

7. the Editor: In this week’s 
4rm.) Times I noticed your offer 
of to free pony edition of ADvER- 
ris’) > AGE to servicemen. ‘ 
sublusner of a couple of Ohio 
wee ies and prospective staff 
member of Forbes Magazine 
(father), I'd certainly appreciate 
this opportunity to keep up with 
the od world. 

4-d the prospect of doing so, 
by means of one of the best trade 
ybleations in the field, is very 
ling to a Scotsman! 
MALCOLM S. FORBES, 

Camp Claiborne, La. 
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To the Editor: A copy of Ap- 
VERTISING AGE’s first Servicemen’'s 
Pony Edition came to hand today 
and I enjoyed it very much. 


I left Sutton News Service to 
the service in November, | 


enter 
1940. Since then I have served | 
with the First Division, in Puerto | 
Rico, and in Iceland. I was base | 


public relations officer in Iceland | 
for 22 months. 

With due appreciation for the 
pony edition, but the earnest hope 
we will all be reading the regular 
one soon. 

Masor WILLIAM SCHOLZ, 
Camp Croft, South Carolina. 


To the Editor: 


Your company 


has been sending us every month | - 
a quantity of your Servicemen’'s | § 


Pony Edition, which we have 
taken great pleasure in forward- 
ing to a considerable number of 


Compton men in the armed serv-| . 


ices. 

I don’t know 
service we think this is. Your edi- 
tors seem to have hit on just the| 
right kind of material in character 
and quantity. The men enjoy) 
reading it and are most apprecia- | 
tive. 

On their behalf as well as our | 


own, please accept our thanks. 
Guy RICHARDS, 
Compton Advertising, 
New York. 


To the Editor: 
edition of ADVERTISING AGE ar- 
rived yesterday, and I want you 
to include this among the many 


These pony editions are all very | 
popular with Gls. 
they give them the 


about all most of us have time 


lor—but they are small enough to | ; 


Be tucked into a pocket for read- | 


ed oe 


ng at odd moments. I feel pretty 
certain that publishers who have | 


yextended this service to men over- 


seas will find 
promotion. 
Set. P. W. Murpnuy, 
Italy. 
The Service- | 


it to be effective 


iditor’s Note: 


Pony Edition of ADVERTISING | 
mAce is published monthly—eight | 


, 8%x11 inches—and contains 
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If it’s 
A TEST 


» you want... 
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ot Tee 


| NEWHAVEN 


The Register is rated* the 


* PS Sa Se 


7th test market in the U. S. 


—Z2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion. 


“Independent Survey of Providence Bulletin 


whether anyone|§ 
here has ever told you what a fine | @ 


S| (ee 
Inc., | wie & 

| 

| 


The first pony; @ 


you will doubtless | ? 
Breceive, || 


Not only do) : 
news in|} 
treamlined, capsule form—which | § 


a quick summary of the advertis- 
ing and merchandising news of the 
month. It is available without 
charge in any quantity to readers 
who may desire to send copies to 
co-workers, former associates or 
friends in the armed services. Ad- 
dress requests to Editor, Apver- 
TISING AGE, 100 E. Ohio St., Chi- 
cago 11.] 


Move Durstine Office 

The Cincinnati office of Roy S. 
Durstine, Inc., has been moved 
from the Enquirer building to the 
Carew Tower., 


Briggs Co. Appoints 

Briggs Clarifier Company, Wash- 
ington, D. C., has appointed the 
following zone managers to pro- 
mote distribution of its Briggs oil 
clarifier: Thomas W. McKinley, 
formerly service engineer, ap- 
pointed southeastern zone manager 
at Atlanta; Donn Murphy, for- 
merly with M & M Industrial Sup- 
plies, Dallas, named southwestern 
zone manager at Dallas; and A. H. 
Martin, formerly sales and service 
engineer with the company, ap- 


pointed western zone manager at! 442 Post St., San Francisco. 


San Francisco. 
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Emporium, San Francisco, H. C. 
J. Carlton Park, formerly with Capwell’s, Oakland, and Bullock’s, 

Army Ordnance as senior admin-| 40S Angeles, are served by this 

istrative officer in Detroit, has | 48ency. 

joined Brown-Forman Distillers | 

Corporation as manager of the 


Park to Brown-Forman 


Louisiana district at New Orleans. Taw Cpa 
; IMPSON*REILLY, LTD. 
Opens S.F. Office Publishers Representatives 


Associated Merchandising Cor- 


poration, buying organization for NCE 1928 + site 
|20 of the nation’s largest depart-| & Birds oe at 
/ment stores, has opened offices at ee ee KGARFIRLS EEO 

Miss 2 * . pote rae Gee a a 
Edna Roland is manager. The 


One of the greatest TVA miracles has been the creation of the finest vaca- 
tion area in Eastern America. "The Great Lakes of the South," formed by 
the huge TVA dams, have a shore line of 9000 miles. Shore sites have been 
made into beautiful parks, ideal for fishing, boating, and vacationing. On 
Norris Lake alone are more than 1800 pleasure boats. Norris Park, covering 
3800 acres, has tourist accommodations, cabins, riding stables, and is vis- 


ited each year by more than 100,000 people. 


Recreation is just as definitely part of the TVA program 


as navigation, flood control, and power. 


For TVA is a 


complete regional development — largest in American 
history. It aims at social and economic advances as well 


MARKET IN THE WORLD. 


as engineering triumphs. Besides the enjoyment afforded 
by lakes and parks, TVA has created a new tourist industry, 
already a tremendous source of income. 


- Knoxville—heart of the TVA empire—is the BEST DAM 


No wonder 


The largest single power system in the world, — 
20 giant dams producing 11°, of America’s — 
hydro-electric power, TVA has attracted some 
of the largest industries in the world to 
Knoxville. 


Knoxville’s tremendous industrial develop- 
ment has created an astonishing and perma- 
nent prosperity. For months Knoxville has 
been FIRST IN AMERICA IN RETAIL SALES 
GAINS! 600°/, greater gains than national 
average. 


ry 


f 
fi 

. . 4 

_ . 4 es Mb “ 
Greater Knoxville today has over 200,000 
population. As the heart of the entire TVA 
development, it has the greatest future for 
permanent growth of any American city. 
Whatever you do, don’t overlook Knoxville. 


A SCRIPPS-HOWARD 
NEWSPAPER 
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just announced that it will im- 
mediately build, near the cen- 


ter, one of the largest Naval 


ing industries have helped 
make this the South’s largest 
market. 


with scenes and dialogue of your own choosing. An experienced 
staff offers time-proved service of professional caliber. 


Our large, fully equipped sound studio in New York is available 
for the production of special pictures, at a nominal fee. If the 
situation demands “location” shooting, capable crews and ade- 


Advertising Age, July 31, \g44 Adve 
Two Join Gibbons . of machine tools and components, | ically described as “legalizing what | ahead with production as so.» ag 
K La enone he ial Reconversion ls so that the lag between “X-Day”| is going on anyway,” is expected|his own plant is cleared an the | f 
‘ ar . eeves, formerly with and selling day will be reduced. to enable companies to place im-j| complex structure of his su; : po 
C. J. B. Wood Ltd., Toronto, has The Nelson four-point program| proved products on the market| gets free for production w i 
joined the creative staff of J. J.| 4 was decided on many months ago, | after the war. interference with the war t : 
Gibbons.Ltd., Toronto, and John on alc el but its adoption has been fought Some officials are wary of the} and without consumption of «4. Mie 
B. Leupold, for the past two years | Lf by the armed forces because the| value of the order however, point-|cal components. In fact, it ild 
special publicity adviser with the) m - ‘ x final element, schedule for release | ing to the numerous strings that| be impossible for a highly - 
public relations section, National | th l f { Aug. 15, permits manufacturers|are attached. For instance, the|ized mass production indust:. ty = 
War Finance Committee, has been WI imi a ions not engaged in war work to re-| model may not be made if it di-| go ahead until its suppliers re all 
named an account executive in the x aged activity. verts any managerial, scientific, or|in a og ong! to LaF her a balanced , 
Montreal office of the agency. is fourth point is expected to| technical personnel or production | flow of the ingredients of proc ic. 
nse Armed Forces Held be a helpful to small/ workers or facilities from war | tion.” 2 
° plants, and to result in the pro-| work. The models may be made} “Everybody,” Mr. Boulw re JR ~~ 
7/ g Responsible for Ban duction of many small items, such|only in a minimum number and|said, “would be happiest i; ll mon rl 
ell : as egg beaters and other kitchen| the minimum size required to de-| your plants could be cleare: at on 
° on Promotion Effort gadgets. termine suitability .of the article| the same —_ and the indu:try 7 
for commercial production and|resume production of washing ma- pie 
ARCHITECTURAL MEN rn ae yf Mahaney om AnyGanhe. Pornussthte use. No trial production runs are | chines simultansousty. But no m™ , 
‘ steps paving the way for an ord- ough WPB has a list of the| permitted. matter how desirable this might  2® 
who will control 94% of erly transition of industry back to|things consumers need most, if Me Sel is Secnabieed be, it will most likely be foung  4°°,{° 
, civilian production are going into|companies want to make luxury o Sales Work Permitte impossible because of the irresy- < 
300 MILLIONS ANNUALLY : date 
fe 4 effect on a pre-arranged schedule, | items instead, there will be no ob- Finally, the regulation states| larity as to the time and amount sa 
he STORES but WPB is using its powers over|jection. One of the governing/that “experimental models shall| of cutbacks in your own and your spread 
, spent on ‘ : : : - p ueagie onera 
<— materials to smother any effort to| considerations will be the availa-| not be distributed for the purpose | Suppliers’ plants. en 
oy } and SHOPS, reach promote postwar models at this} bility of critical parts, a factor | of promoting sales or creating cus-| Mr. Boulware predicted the lag 
| “a more of them in... time. - which will probably rule out com-| tomer demand for the article, nor | between war and civilian produc- o 
| At this writing two of Chairman | plicated items in the beginning. shall such models be exhibited to} tion would be short. “When we ise 
* 2 Donald M. Nelson’s four planks Most significant order so far|the trade or the public.” reach the point where this kind of te 
Penci Points | have gone into operation, and a|from the point of view of market- The ban on sales promotion, it| activity can be authorized, condi- fis 
|third is to be activated Saturday,|ing people is the July 22 move] appeared, was a concession to the| tions will most likely be so differ- Of 
ee Crete eae tee ee eae eee | all authorizing manufacturers to| releasing materials for the pro-| military point of view, which op-|ent from what they are now that boar 
work on consumer goods models,| duction of experimental models.| poses any discussion now of the|I think the rapidity with which i e 
and arrange for the procurement | This move, which one official cyn- possibility that the war may end, | Successive manufacturers will get po 
- or any talk that may take people’s | under way will be surprising.” com: 
minds off war jobs. Existing Units Get B * Whil 
fs z WPB nevertheless, is in full gear ™ . ” es ban pr 
A in its campaign to prepare indus-| Though there will be no ban on & patrick 
e try for reconversion, confining the | newcomers, established firms wil seblces 
activity to behind the scenes prep- | have first call while materials are Hon @ 
A th “A : H | 14 arations. scarce. When established firms cess of 
At a meeting of the washing | cannot participate, newcomers wil] aiarets 
notner ce iW the OW for machine industry recently, WPB| be utilized. — se aching 
| operations vice-chairman L. E.| The i gry sagged industry By vy... 
Boulware summarized: “First, you} was urged to check every oppor- 
Postwar Houston! will want to prepare to place|tunity to produce machines. In- 
orders for any needed machine|dustry members promised that Wher 
tools and equipment in accordance | production would be under way 90 & ;, jg3¢ 
with the WPB regulations that|days after materials, components news 
will issue July 29. Second, you| and manpower were assured. broadc: 
will want to take such advantage aa aaa announ 
as you deem appropriate of the ing tl 
order authorizing experimental Geare-Marston Named Caught 
models. Third, you will want to Geare-Marston, Inc., Philadel- § worthy 
make informal checks now with/|phia, has been named to handle §& agency 
K al your suppliers of materials and| advertising for Parfums Blanch- } Compa: 
al components. and after having done | ard, Inc., New York perfume man- fF chortly 
this you will want to keep in touch | ufacturer. Class magazines and J} prograr 
with them. metropolitan newspapers will be Pf only a 
“The individual manufacturer | used to feature gift packages for PJand a 
will in general be permitted to go | holiday trade. A subs’ 
diately 
to the | 
ENTER iM 
Pure O 
for sev 
WasS a 
broken 
OSTWAR, the great new Hospitals in the country. ea 
10 Ss 
Texas Medical Center will , Neither 
This great new medical cen- whose 
make Houston the largest 1 a ; ;, on the 
1% "ter is in the first phases of its sored Ic 
medical and research center in : on NB 
development and several units coments 
the Gulf Southwest. “Shor ng 
are operating at present in Utlew 
ey, 
Baylor Medical College, which temporary quarters. Hand- “Gabe 
has already moved to Houston 5°™€ buildings are to be erect- hae 
TK : 
from Dallas, the M. D. Ander- ed on a new 134-acre campus. own col 
F most cc 
son Hospital for Cancer Re- The Naval Hospital will oc- heap. 
search (a unit of the Univer- CUPY an additional 130 acres. 
, . Altho 
sity of Texas), the Houston- A natural selection for the lo- decline 
; : ° . the V. 
Harris County Anti-Tubercu- cation of a medical center, ie Chi 
losis Hospital, and the School Houston has a mild climate, ~“y . 
of Dentistry of the University excellent hospitals, a progres- Rober 
d : : , and il 
of Texas comprise the Texas sive medical profession, two Electric 
Medical Center. A School of highly accredited premedical | TP] BAMIWORK... 
Geographical Medicine for re- training colleges and two uni- 
, Pa é Building a finer product—doing a better job—clarifying your 
search and study o , 
4 ; . f tropical versities. The Medical Center message—it’s all based on this magic word. 
disease is planned. In addition, will be a great asset to Hous- 
h : Filmeraft can offer you this “teamwork” so essential to speed and 
the United States Navy has_ ton whose huge and expand- simplicity . . . can help you put your story across on film— 


on 
| @ 
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P : ‘ ‘ ‘ . *annas ‘ 
As Houston grows, so grows The Houston Chronicle . . . first quate equipment are placed at your disposal. 
in this market in circulation and advertising F37 : 
for over 31 consecutive years. Write for full particulars today - 
. FILMCRAFT PRODUCTION® §,, , 
THE HOUSTON CHRONIC : een 
i. mene SOUNDIES DISTRIBUTING CORP. OF AMERICA, INC. on 
= | 207 W. Jackson Blvd. ‘Chicago 6, Illinois 
R. W. McCARTHY THE BRANHAM COMPANY | ween ae ee 
National Advertising Manager National Representatives POA PRE a 
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444 Adve 
said General Electric Company mail promotion pieces for use by|prepared by NEMA’s industrial 
“ f ors A rove “thought the WJR move such y RCA Names Henry public utilities only, designed to|and commercial lighting equip- 
eid pons good idea that G-E three months _ Glenn C. Henry, former chief of| emphasize to industry the im-| ment section, and available to 
_ ) ago dropped the middle commer- | the audio and industrial section of | portance of better light in terms) utilities on a non-profit basis, is 
oe . ‘ cial on the program.” On the| the radio and radar division of|of increased efficiency and pro-|the first of several which are 
as Mi ddle Commercia J. B. Williams Company’s news| WPB, has joined the sound equip-| duction. ‘planned to tie up with other 
+ program, delivered by William |™ent section of Radio Corporation) The series of mailing pieces,| activities of this committee, 
re Shirer, there has never been a/0f ae rank gens of — en 
n- middle commercial. |gineered sound systems an — - 
t re : i , | ponents. 
he Newscasts Mr. Fitzpatrick announced that | 3 t 
«fp ban On tne future format of the, WIR) eo f CHURCH PROPERTY ADMINISTRATION 
ics : p-‘roit, July 26.—Reactions to | offective after Sept. 1 (AA, July 4 - Published Bi-monthiy since 1936 at Milwaukee, Wis. Devoted 
PB the ban by Station WJR, Detroit | 24), will “be 45 seconds of com- Industrial Lighting to the Design, Construction, Maintenance and Furnishing of 
© Fon ddle commercial announce- | mercial copy at the start, and 75| National Electrical Manufactur- | Catholic churches, schools and institutional buildings. 
_ mé in 15-minute sponsorec | seconds of commercial copy at the ers Association, New York, has | 
= ne programs, have been com- | close.” | prepared a series of three direct | 
ry pletely favorable, Leo Fitzpatrick 
ae vi president and general man- 
no ace. of WJR, told ADVERTISING 
nt AG oday. ; 
nd JR’s ban on middle commer- 
SU- @ vials for newscasts has met wide- 
ms spread approval,” he said. “Many | 
ur & ooncratulatory telegrams and let- 
; tel ave been received from lis- | 
a8 FF te and broadcasters. Twe | 
uc- local sponsors, Auto Owners In- | 
We & curonce Company and Cunning- 
of ham Drug Stores, have agreed tc | 
ndi- discontinue the middle commercial. | 
&f- @ other sponsors have not been con- | 
Nat FH tacied, but I anticipate their coop- | 
ich BM eration because of the increaseé | 
88 BR cood will gained through such | 
action. | 
While the middle commercial 
ban project fostered by Mr. Fitz- | 
100 & patrick is perhaps the first such | 
Will faction instigated by a radio sta- | 
are Bition. credit for proving the suc- | 
rms J® cess of the unbroken quarter-hour | 
will newseast probably is divided be- | 
tween Raymond Gram Swing and | 
“3 H. V. Kaltenborn. 
T= 
in. Swing Starts Swing 
ne When Germany’s first invasions 
Ve 


in 1939 and 1940 were of utmost 
news value, Mr. Swing, then 
broadcasting fer White Owl cigars, 
announced his intention of drop- 
ping the middle commercial. 
Caught on an especially news- 


del- & worthy day, J. Walter Thompson, 

ndle Bagency for the General Cigar | 

nch- | Company, finally capitulated | 

nan- Fshortly before airtime, and the | , 
and § program henceforth went on with | 

1 be Monly a brief opening Sarees | i 

| for F}and a slightly longer closing one. aay 


A substantial sales increase imme- 
diately afterward was attributed | 
to the move. 

H. V. Kaltenborn, sponsored by 
Pure Oil on NBC, 6:45 p. m., CWT, | 
for several years prior to the war | 
was a strong advocate of the un- | 
broken newscast, and since March, | 
1940, when he came to NBC, has | 
not used a middle commercial. 
Neither does Richard Harkness, 
whose news program is sustaining 
on the NBC network but is spon- 
sored locally. Other commentators 
on NBC who still use a middle 


commercial, however, are Alex 
Dreier, for Skelly Oil, and Clifton 
Utley, for the American Dairy 
Association. 

Gabriel Heatter, heard on MBS 
for Barbasol, is one of the few net- 
work commentators who reads his 
own commercials, a practice which 


— commentators refuse to fol- 
ow, 


Sponsors Approve 
Although most network officials 


decline to express any opinions on 
the VWJR move, sample advertisers 
on CBS whose contracts include 
Station WJR for newscasts, appear 
to favor the ban. 


Ry 
and 


Ele: 


ert S. Peare, vice-president 
iblicity manager of General 
c, sponsor of “World Today,” 


“M ht I suggest you turn 
! 
VFDF Flint — at| 


” 


On 


! 
hy / 


WATER... WATER ... WATER 


EVERY living thing, with rare exception, is dependent upon a never-failing and constant sup- 
ply of water, or it quickly passes out of existence. 
achievement. 


And, herein probably lies Tulsa’s greatest 
Completed in 1924 at a cost of almost ten million dollars the Spavinaw Dam, 
lake, and water system brings pure mountain water to Tulsa homes and industry from 60 miles 
away. Twenty-one billion gallons are impounded ... sufficient for Tulsa’s needs for 2 years. 
without replenishment. 


_ As living things need water, so, too, a business needs advertising ...an inexpensive media 
for telling the MOST people about a product at the lowest possible cost. 


TWO Tulsa newspapers, at ONE LOW COST, hove turned many a product’s sales curve up- 
ward in the rich right side market of Oklahome! How about YOURS? 


THE RIGHT SIDE FoR YOUR ADVERTISING! 


TULSA WORLD 


OllL CAPITAL NEWSPAPERS 


TULSA TRIBUNE 
a REPRESENTED NATIONALLY BY @ THE BRANHAM CO. 
x 
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1-Day KC Drive 
Nets Record Bag 
of Waste Paper — 


Kansas City, Mo., July 26. — | 
Kansas City thinks it is the cham- | 
pion waste-paper-collector of the | 


WHO SAID RADIO 
CAN DO IT? 


If you want to SELL the Negro market you 
have to REACH it effectively and econom- 
ically through their first line media THE 
NEGRO PRESS! Yes, perhaps you are over- | 
looking the 7 billion dollars spent yearly by | 
American Negroes. You'll be surprised at | 
how easy it is to cover these spending mil- | 
lions at a very low cost. Write today to | 
Interstate United Newspapers, Inc., 545 Fifth 
Avenue, New York 17, New York and we'll | 
send you some startling profit-revealing facts | 
about this growing field. 


city to equal or exceed the record 
of collections it hung up in its July 
/curbside pick-up drive. 


nation, and it challenges any other | pur out youn WASTEPAPER-—s7 WiLL Be PICKED uP. 


At a special meeting of the Ad- 
vertising and Sales Executives | 
Club here last week, the local | 
waste paper salvage committee | 
paid special tribute to S. J. Ray, | 
well-known cartoonist for the}! 
Star, “because his cartoon opening 
the drive was the finest, most 
productive, hardest-selling cartoon 
we have seen in any of the na- 
tion’s newspapers,” and at the 
same time emphasized the mag- 
nificent results of the local drive. 

Charles J. Epp, chairman of the 
salvage committee, reported that 
“in the face of the fine results 
already turned in by the Kansas 
City schools in their six monthly 
drives this year, while school was 
in session, this drive sponsored by 
the regional paper industry pro- 
duced in two days more than twice 
the average monthly amount 
turned in by the schools and 
nearly half the combined school 
production in their entire six/|drive exceeded all expectations 
months. nevertheless, proving that previ- 

“Our schools have been excel-| ous successful drives aid produc- 
lent in their production,” Mr. Epp| tion, rather than bleed their pro- 


SEND-OFF—This cartoon, by S. J. Ray 

in the Kansas City Star, is given much 

of the credit for a record-breaking 

two-day collection of waste paper in 
that city. 


|asserted, but the 


two-day July duction. The two-day Kansas City 
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PORTRAIT OF A MOUNTAIN BEING MOVED 


Huge, fat, elephantine is this Diesel earth-mover 
that lifts the face of mountains—that gorges its maw 
with earth—that lumbers down the road, tilted at a 
crazy angle, as hills are,moved and valleys are 


filled. 


Imagine the ever-increasing demand for this 
equipment, and dozens of other machines for road, 
dam and canal construction in the post war era. 
Some of it will be Diesel pulled or pushed, while 
still others will operate with self-contained Diesel 
units. Today, a mighty Diesel mechanized army 
gnaws its way through barriers, cuts roads where 
mountains stood before, hacks airfields out of 
jungles and clears the way for fighting men. The 
rugged strength of Diesels is in every front today— 
in industry, in transportation, on land and on sea. 
Diesel’s growing use in war time, the development 
of countless new applications and the training of 
hundreds of thousands of men to new Diesel con- 
sciousness makes the Diesel field your most im- 
portant post war target. 


It is a target easy to hit with Drese, Procress. 


Here is a potent salesman calling every month on 
thousands of selected prospects. They're men who 
are buying Diesels and accessories now, they are the 
men who will buy in the future. They are worth 
reaching with your advertising story—and what’s 
more, they will read it because Diese. Procress is 
their recognized authority. 

Sean this bird’s-eye view of DieseL Procress’ 
Circulation: 

Industrial Power users: Lumber, Logging and 
Petroleum Industry, 2,555—22.5%; Transporta- 
tion: R. R., Truck, Bus, Marine, 2,798—24.6%; 
Municipalities and Utilities, 1,772—15.7% ; Engine 
and Equipment manufacturers, 1,872—16.5% ; 
Consulting Engineers and Naval Architects, 816 


—7.2%. | 
Which shows that 86.5% of Dieser Procress’ | 
circulation is directed to the executive buying and | 
specifying personnel of users and prospective users | 
of Diesel engines and accessories. The balance— 
13.5% —blankets the engineering end of the Diesel | 
Industry itself. | 


Edited and Published by 
REX W. WADMAN 


| 45TH STREET, NEW YORK, 19.N,Y. _ 
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Advertising Age, July 31 944 Advert 
drive brought in 830 tons of paper | Army reports that receipt of © sip ay 
—more than a city-wide drive in| paper through their regular r- 


Chicago in June—and resulted in|}mal collection service ha in. 
per capita collection of 4.16|creased sharply during the ek 
pounds. The only midwestern city | following our curb-side pic) yy» 
which has approached this total is| This is directly opposite { 
Omaha, where 3.98 pounds per|postdrive effect they had 

capita were collected this month. | pated, and in their opinion, | 


Wichita’s drive netted 1.96 pounds; | that the drive’s powerful pul t. 
St. Louis, in its last drive in|brought about a universal nq vols 
March, secured 0.99 pounds per | continuing interest in waste ; jo; 9°." 
capita; and Chicago’s June drive} collection which will contin 0 nee e 
netted only 0,48 pounds per capita.| bear fruit in the weeks to co.” Jisow bo 
“This July production is dra- bare a pod 
matic proof,” Mr. Epp asserted,| RFD MAIL CARRIERS aoe 
“that the last ton of waste paper is} COLLECT WASTE PAPER atc 
never turned in. No matter how Ft. W tnd. Sul paper, Rags 
excellent have been previous dditi oe al fe car 26. — In Based 0 
paper colections, there is always | 2¢@}¥on to the salvage ideas w \iich Te a 
more waste paper to collect. We/| re being applied to the colleciion HM. p 
had hundreds of examples of|0f waste paper in most pari. of 
really old paper, magazines that|the country, Ft. Wayne is making § —-— 
had been held in homes for years,| use of RFD mail carriers aie lee, NE 


newspapers that were turning yel-| means of salvaging waste paper on § —— 
low in basements and attics. the farms. The Postmaster Cen- 
“Furthermore, the Salvation|eral approved this idea in May, 
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The Greatest Selling Power 
In The South's Greatest City 
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WWL Dominates the NEW Deep 5 
Headed for PERMANENT Prosper 
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94 fe advert ing Age, July 31, 1944 35 
’ tecturally with the tower and the, Franklin Bell, H. J. Heinz Com- 

Ste “LET S$ HAVE ALL WGN Offers $10,000 | present WGN studios. It will| pany; Albert Brown, Best Foods, | 

T- ‘for Studio Design house all artistic and business | Inc.; Ralph Starr Butler, General ARE you 

in- ; " : re activities of the station and will) Foods Corporation; Wilmot Rogers, 

ek yOuR WASTE PAPER | eS ae Ot” | contain facilities for postwar de-| California Packing Corporation: EFFECTIVE A 

up rT | ¥ >. g. , $10 000 | velopments in television, FM, and | and Jerome Straka, Colgate-Palm- million Negroes? Maybe not, —_ 

= FOR SALVAGE ee *. | Standard broadcasting. olive-Peet Company but you will find our expert WMO 

Cie prize contest for a design of a : help in merchandising, ad- EVERY 10 

WA) 


x5 studio theater to be part of a radio | al aa vertising, ond research a 
ity € ‘center called WGN Chicago Thea- GMA Committee Named | Lockwood Appointed | | Spat ald to vou. We service Sa eee 


— advertisers and marketers at 


| 

nd ae sper: meeded for S ter of the Air, which WGN plans| Members of the operating com-| C. C. Lockwood, with the adver- | low cost. Write for Negro 

e] gwsiioo Now what about |to build as soon as materials are | mittee for a new public relations | tising, car distribution and plan- aannes Paste today. 

to HB wing * yh stare available. program of Grocery Manufactur- | ning departments of Chrysler Cor-|| DAVID J. SULLIVAN 

e a ad old tame sound The center, to be 12 or more|ers of America (AA, June 19) are: | poration for 20 years, has been| | NEGRO MARKET ORGANIZATION 
pose and put the lot out \stories high, will be erected di-| Stuart Peabody, Borden Company, | appointed business advertising| | “4®KETING + ADVERTISING « RESEARCH 
iy met ollect. Make a real |rectly adjacent to the Tribune! chairman; A. W. Sherer, National | manager of Chrysler division, De- Se OnE Cueer POUR SP We 
ggrng-cicaning job of it. Tower and will harmonize archi-/| Biscuit Company, vice-chairman; | troit. 


paper, Rags, Bones —they're 


In ganted more than ever just 
h ww —we all know why —so 

= wake 20 extra effort — and 

On jeep it up, please 

of 

ing — “ 
AE (ere, NEVER put your Salvage in the dustbin 
on — nen | 


pe THE 'DUSTMAN'—A new character, 
the British “dustman™ or ash can col- 
———~ HB i.ctor, makes his appearance in the 
stest salvage campaign by the Minis- 
ry of Supply. Masius & Ferguson Ltd., 
wecessor to the British Lord & Thomas | 
agency, is handling the drive. 


} 
_— 


put execution is a matter of de-| 
cision by local postmasters. 
In Ft. Wayne it is expected that) 
carriers Will be given an oppor-— 
nity to increase their earnings | 
py arranging to pick up and de-| 
liver bundles of paper to their | 
local salvage committees. In other | 

cases the RFD men have voluntar- | 

ily agreed to donate their services 

me M8 the benefit of the Red Cross, 
USO and other war service agen- 


cles. 

With the thousands of rural 
mail carriers available for con- 
tacting farmers and bringing their 
paper salvage into central points | 
for collection and re-use, the paper | 
salvage committees are hopeful 
that another extremely valuable | 
source of old paper will be suc-| 
cessfully tapped. 

Kenneth Matchette, state direc- | 
tor of waste paper salvage for the 
WPB, and Ralph Johnson, chair-.| 
man of the Allen County Salvage 
‘committee, have had recent coop- 
ration from Arthur Carwardine, | 
Business Week, and A. S. Vin- 
nedge, Cosmopolitan, representing | 
the magazine representatives who 
ire now at work on paper salvage 
ill over the country. 


Bureau Issues 
4 Vhen D-Day Came’ 


Reaction of the people on D-Day 
ind how the newspapers covered 
the story of the invasion is told 


ina booklet called ‘‘When D-Day 7” - ae 

ame,” published by the Bureau ip ; ; 

ff Advertising, American Newspa- Se Jiu lene 

xr Publishers Association. : ‘ add 
ee ee Been 200 a |e xe Sen Seanciieo 
Herbert A. Morse, formerly of at 2 id 
chenley Distillers Corporation, | rays 


as joined Federal Advertising | Ree es — 
Agency, New York, as an associ- @ a li ; Youle Sa wae 
ile account executive and mer- ess a, Be Cbd CWeds 


handising specialist. 


rosley Seeks FM 
Crosley Corporation, Cincinnati, | 
a applied to the FCC for per- 


4 lission to construct a FM station | 
‘ Columbus operating on 46,500 
loc les with a coverage of Lead, Tenaplate and Wax 
: square miles. 4 Molded Nickeltypes and 


Electros e Baked and 


‘: 
| Cc Dry Mats @ Stereotypes e 
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COPYWRITER 


With Direct Mail Experience 


Plastic Plates @ Engraved 
and Molded Rubber 
PlateseLabel and In- 
struction Plates ® Box 
Brands, Dies and Stencils 


Leading financial organization has 
*Pportunity for talented man or 
‘om n with basie experience to 
sist Advertising Manager in 


S J saan ELECTROTYPE COMPANY * San Francisco Po 


j Ano. ledge of printing or produe- 
: Hon pie. ats ‘helpful. Pecitten | 0 4 S S A N S O M E S T R E E T ae j 


ll, for ability to create ideas 
‘nl offers splendid post-war op- 


) borty nity, AS CLOSE TO YOU AS YOUR TELEPHONE * * * GArfield 0680 


vr oterview write in confidence 


= ou business and personal re- a 

, in Moderate starting salary. -~ i 
‘dv cement based on ability. /, at 
m catteiiimeiiee Hr ~— f Wee, 
‘ox $948. ADVERTISING AGE ae 

iC . Ohio St.. Chieago 11, IIL. Ja 
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Satisfied owner... 


slipping fast— 


Mosr car owners were satisfied owners 


—and we don’t mean now, but the years 
they didn’t have to be! 

The old bus was a good buy. Paint job 
looked brand new still. Motor hardly broken 
in yet. Good for years yet. 

Most owners didn’t go to Auto Shows 
and see new models. The masterpieces in 
the magazines, the objets d'art on outdoor 
boards, didn’t enter their egos. 

But come a warm Spring day, and the 
newspaper showed a flock of ads, signed by 
local dealers... which sort of made the new 
models official, ready in the showrooms. 

And the Satisfied Owner sauntered down 
dealer row, just to see what's cookin’, maybe 
to sneer a little at the inferior innovations. 
And at some dealer’s window, he flattened 
his nose to see better, then stepped inside. 
No thanks! Just lookin’ 

But body lines, seat angle, door handles, 
something — made the old bus seem old. He 
asked a question which led to another, and 
a dotted line. And the Satisfied Owner was 


still satistied—-owning some other make! 


No MATTER what else you did, it was 
usually the newspaper ads that brought them 
in—so the salesmen made commissions, the 
dealer kept his franchise, and the annual 
statement told stockholders it was a tough 
fight but we did it again! 

Sure, the country is car hungry. Needs 
millions of new cars. But you can remember 
with no great strain that even in four-million 
car years, some makes and some models were 
monumental flops! And it can happen 
again to any make—if the public SJ 
gets the wrong impression of the # \ 


new models in advance of the 
manufacturer's impression. 

The automobile manufacturer has been 
out of business a long time by now. Your 
jeeps, AA guns, wing assemblies and tanks 
are okay with GI Joe... but Joe Public 
may not be sure that the postwar product 
is the stuff, at the prices you'll have to ask! 


It would be prudent, and good sales 


‘insurance, to get into the newspapers now 


and start to sell automobiles—convert some 
of the general demand into your own private 
backlog, have your own cash customers 
waiting when the dealers’ shutters go up. 


Newspapers are read more, believed 
more, more important than ever before to 
most people, more serviceable to readers; 
closer to customers and cash registers. 

Newspapers are still selling—war aims, 
War Bonds, cooperation, sacrifices, taxes, 
rationing, waste paper salvage, gas and tire 
conservation, blood donations, Red Cross, 
patriotism, principles—and merchandise! 
The big retailers are not out of business, nor 
out of newspapers. 

Newspaper advertising can still sell new 
customers before the new cars come, sell 
futures as well as trade-ins, sell prestige 
without priorities, sell new models—before 
WPB, conversion, re-tooling, dealer stocks. 

Newspapers today still show evidence 
that newspaper advertising still sells! 


Che Philadelphia Mnguirer 


. the first advertising medium of Philadelphia . . 


advertising . 


. This advertisement is one of a series in behalf of newspaper 


_ and is available to anv newspaper for reproduction or publication, without credit... 


NATIONAL ADVERTISING REPRESENTATIVES: Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit, St. Louis; Keene Fitzpatrick, San Francisco 
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Dear Joe : 


Each week G. I. Joe, former young adman, 
gets a letter from a prominent advertising 


- - - man, discussing some basic situation or point 
w that will be important for “Joe” to bear in mind when he returns to 


civ van life in the advertising business. 


De ye: 

n you finish up with the biggest 
en you ever had or ever will have 
part in, and jump aboard that big trans- 
’ 1o longer blacked out, for your 
sund trip to 


Cider fer New Subseripplei 


dvertising Age: Please enter my 
bscription for one year and send me a bill for $2.00. 


ome. 


customer and public relations, and Joe, 
when I say public relations, I don’t mean 
publicity or press relations. Too many 
otherwise brilliant industrialists have 
been suckers for charlatans who have 
sold press agentry as public relations. 
relations work is go- 
Your creative adver- 
»e called upon to de- 
ams for employes, to 
loyes a pride in work 
uct well turned out, a 
and a pride in boss. 
ll find new ways to tell 
ers not only how good 
t why you make it as 
Title iilosophy of your com- 


pmpany 


hat philosophy is im- 
that Philosophy plus 


dress___ 


have pounded away on 


y and State 


= ver that the vice-presi- 
human relations will 


ADVERTISING PUBLICATIONS, INC., 


Dry Ol CVE aA Vaum-iwaucu 26 yen ~-- 
mid-timer like me. There was a time not 
} long after the last war when the sales 
manager and his right and left arms, the 
dvertising and promotion managers, were 

Bhe w hite-haired boys. Industry wanted 
®olume. 

Then the engineering and production 
en were the pampered darlings and col- 
cted the big bonuses because they could 
educe unit costs, yet increase wages of 
he individual worker and thus boost the 

Mpation’s purchasing power. Then the re- 
MBearcher came into his own again. 

In the era we shall enter when one or 
Moth of our major opponents’ folds, the 
Bales manager and the advertising and 
Promotion boys will be powers again, but 
Shnder a new influence. In the time you 

e been gone, boards of directors, ex- 
cutive committees and those big shots in 
he front or corner offices have come to 
he conclusion that while they always did 
bangup job in financing, production, re- 
earch, engineering and sales and dis- 
bution they hadn’t done so well in the 
feld of human relations, which affects not 
nly employes and customers but also 

ckholders. They discovered that they 

id lost the art of leadership—that even 
eir own men turned to union agitators 
d politicians for guidance. 

Human relations is the all-embracing 

for industrial relations, personnel 
dministration, stockholder relations and 


100 East Ohio Street, Chicago 11 


—— wund help from you in 
iders a more intimate 
aner workings of your 


ee najor problems of the 
immediate future is management training. 
I don’t know of anyone I would rather 
have helping me in that work than a 
darned good, well-grounded advertising 
man who is young enough not to be sot 
in his ways, yet worldly enough to know 
his way around. ; 

In fact, Joe, the sky is the limit on the 
future you'll find when you get back, and 
it begins to look now as though that time 
is not too many months away. I envy 
you, ‘boy. You have acquired a working 
knowledge of mechanics and machine op- 
eration, a respect for authority and lead- 
ership, a post-graduate course in psychol- 
ogy that can come only from living in 
barracks, sloshing through mud, sharing 
fox-holes, standing in line at the chow 
truck or the latrine. All of that experi- 
ence packed away in that noodle of yours 
is going to help make a better America. 
You’ll have the world by the tail. Wish 
I were twenty years younger instead of an 
aging hack. I’d like to share that office 
with you and bat ideas around the table 
every morning and sit in as an equal in 
the sessions in the grille when you young- 
sters pontificate on how good the world 
would be if there weren’t all these old- 
timers holding it back. 

Sincerely, 
JAMES W. IRWIN, 

Executive Staff, National Dairy Prod- 

ucts Corporation, New York. 


Whe Pag-Off 
w/e ag - NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


#” ths department, basic principles which have proved their value in mail 
rder advertising—and which are equally important to the advertiser who 
loes not seek direct inquiries or orders—will be reviewed and discussed from 

ee} to week. Pertinent case histories, queries and comments from readers 
Bre ited. Whenever possible they will be answered here. 


* THE MAIL ORDER MAN 
tewart, Chicago representative of 
’ Group, takes sharp issue with 
y-Off on its recent statement that 
y will ordinarily pull about 60% of 
replies and a monthly 40% within 
after the issue date. But I'll still 
it on those figures for the general 
ublications. 
are many variations, naturally, 
y seem to follow the broad rule 
longer the reading life of a pub- 
the longer the pulling power of 
An annual, such as an almanac, 
t slowly and pull well for a num- 
nonths (in some cases in my ex- 
as much as 20% after 12 


mthly will pull more slowly and 


longer than a weekly, and a daily news- 
paper or a radio ad has an even quicker 
pull than a weekly. The magazine section 
of a newspaper follows much the pulling 
pattern of a weekly magazine. 

Fiction publications, which are as read- 
able six months later as on the day of 
issue, have a longer pulling power than 
magazines carrying timely articles or 
news stories. Technical magazines and 
some business papers also have longer life 
because they are likely to have a large 
pass-on circulation and they are often re- 
ferred back to. Daily newspapers will 
pull 60% to 80% within a week. Radio, I 
assume from my limited experience with 
it, will also pull most of its response with- 
in a week. 

All of these figures are averages and 


will necessarily be varied by special cir- 
cumstances. An offer limited as to time, 
or a super-attractive offer will speed up 
the replies. Sales responses will probably 
be a bit slower than simple inquiries 
where no money is involved. More com- 
plicated or more serious propositions will 
pull slightly slower responses than a 
simple or small proposition. 

These general figures are corroborated 
and strengthened by statements from 
other mail order advertising men. Thus 
W. H. Eichhorn of Grant & Wadsworth 
writes, “In monthly magazines you get 
about 75% of your pull in the first 30 
days. On a weekly, you get about the 
same amount of pull in 15 days. On a 
newspaper, your pull is about 50% in 3 
days and 80% in a week’s time.” 


Paul V. Barrett of International Cor- 
respondence Schools says, “In the case of 
monthly magazines, we receive approxi- 
mately 70% of the inquiries the first 
month. By the end of the third month, 
the mass production is about through. 
About 80% of the replies from weekly 
magazines come in the first week or ten 
days.” 

An advertiser in two monthly farm 
journals reports that he gets 75% and 
80% respectively of his replies within 30 
days. An advertiser of a $5 book on ap- 
proval and using 9 monthly magazines or 
groups of magazines gets from 50% to 
70% of his responses in 30 days. In 5 big 
dailies, he got within 14 days 53% to 
80% of his total inquiries. 


lhe Creative Wan Corner 


No prediction is more frequently and 
freely made today in advertising and, par- 
ticularly, in radio circles, than that tele- 
vision needs only a little further develop- 
ment to make it the greatest advertising 
medium ever known. 

We wonder, though, if this is purely a 
question of electronics. 

Assuming (and we think it is a fair 
assumption) that every technical obstacle 
to perfect telecasting and perfect recep- 
tion will be overcome fairly quickly—and 
that low-cost receivers soon will find their 
way into millions of homes—it is easy to 
visualize the advertising effectiveness of a 
medium that will make possible for the 
first time widespread product demonstra- 
tion. 

Obviously, there is no better way to sell 
anything than to show it and prove it in 
actual use. Take a package of Jell-O or 
a can of Johnson’s wax or a tin of Dole 
pineapple; the possibilities in visual com- 
mercials are practically limitless. 

We can see romance, too, budding and 
blooming for girls who renounce pancake 
makeup or the girls who use Evening in 
Paris perfume. 

Indeed, we can see everything we have 
had hinted to us about television—except 
one thing. 

We cannot see the American public, or 
any very large portion of it, sitting hour 
after hour, night after night or day after 
day, eyes glued on a television screen. 

Granting that Bob Hope and Eddie Can- 
tor and Joan Davis and the Lux Theater 
players and half a hundred other stars of 
the stage and moving pictures can be 
brought to the screen week after week in 
carefully rehearsed, fully mounted pro- 
ductions, it is inconceivable that any 
lesser talent or less costly productions can 
continue to attract a substantial audience, 
or even any audience at all, over any con- 
siderable period of time. 

To be sure, there will be news events 
and educational features. But just as the 


business Chart ot the Week — 
Disposition of U.S. Milk cree 1943 


big-audience radio programs today are the 
most star-studded and costly (with only a 
few exceptions to prove the rule), so must 
the big-audience television programs of 
the future be outstandingly fine. 

We have no doubt that they will be, too; 
those super-shows. 

But one of the greatest values in radio, 
for example, is its flexibility. It can be 
used expensively or it can be used inex- 
pensively. It can be used by the big 
advertiser or by the little advertiser. It 
also can be effective, as is many a publi- 
cation and outdoor campaign, actually 
without any concentration whatever on 
the part of its audience. 

This hardly is the case with television. 

Television demands concentration. 

You can’t drive an automobile and 
watch television at the same time. You 
can’t read a magazine or a newspaper and 
watch television at the same time. Your 
children can’t do their school work and 
watch television at the same time. And 
the woman, who today listens to a dozen 
radio soap operas while she does her 
breakfast dishes and her morning house- 
work, scarcely can be expected to stop 
these in the future to gaze starry-eyed for 
hours at a television screen. Even if 
every television production is super, she 
simply won’t have the time. 

It is in its inherent demands on audi- 
ence time that we think television as an 
advertising medium faces its highest 
hurdle. Without question, it can be suc- 
cessful for a number of large advertisers. 
On the other hand, its promise would 
appear to be somewhat less for the great 
mass of medium-size and small adver- 
tisers who now sell so successfully over 
the radio and in newspapers. 

As a matter of fact, television might 
even destroy a good deal of the value of 
non-visual radio . . . just as motion pic- 
tures with sound killed the silent movies 
almost overnight! 
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Mosr car owners were satisfied owners _ still satistied—-owning some other make! insurance, to get into the newspapers now i a 
—and we don’t mean now, but the years and start to sell automobiles—convert some ales n 
i j ; ; : : romoti 
they didn’t have to be! No marrer what else you did, it was of the general demand into yourown private weir oe 
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- ; ‘ae Ane cutive 
looked brand new still. Motor hardly broken —_in—so the salesmen made commissions, the _ waiting when the dealers’ shutters go up. wate 
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Most owners didn’t go to Auto Shows 
and see new models. The masterpieces in 
the magazines, the odjets d'art on outdoor 
boards, didn’t enter their egos. 

But come a warm Spring day, and the 
newspaper showed a flock of ads, signed by 
local dealers... which sort of made the new 
models official, ready in the showrooms. 

And the Satisfied Owner sauntered down 
dealer row, just to see what’s cookin’, maybe 
to sneer a little at the inferior innovations. 
And at some dealer’s window, he flattened 


his nose to see better, then stepped inside. 


statement told stockholders it was a tough 
fight but we did it again! 

Sure, the country is car hungry. Needs 
millions of new cars. But you can remember 
with no great strain that even in four-million 
car years, some makes and some models were 
monumental flops! And it can happen 
if the public 


gets the wrong impression of the 


again to any make 


new models in advance of the 
manufacturer's impression. 
The automobile manufacturer has been 


out of business a long time by now. Your 


Newspapers are read more, believed 
more, more important than ever before to 
most people, more serviceable to readers; 
closer to customers and cash registers. 

Newspapers are still selling—war aims, 
War Bonds, cooperation, sacrifices, taxes, 
rationing, waste paper salvage, gas and tire 
conservation, blood donations, Red Cross, 
patriotism, principles—and merchandise! 
The big retailers are not out of business, nor 
out of newspapers. 

Newspaper advertising can still sell new 
customers before the new cars come, sell 


earch, 
ributio} 


i 

No thanks! Just lookin’ jeeps, AA guns, wing assemblies and tanks — futures as well as trade-ins, sell prestige oes not 
pe : . ‘a » : Pe or eek to 

But body lines, seat angle, door handles, are okay with GI Joe vos Oe Joe Public without priorities, sell new models—before Te invi 


something made the old bus seem old. He 
asked a question which led to another, and 


a dotted line. And the Satisted Owner was 


may not be sure that the postwar product 
is the stuff, at the prices you'll have to ask! 


It would be prudent, and good sales 


WPB, conversion, re-tooling, dealer stocks. 
Newspapers today still show evidence 
that newspaper advertising still sells! 


Che Philadelphia Mrguirer 


. the first advertising medium of Philadelphia ... This advertisement is one of a series in behalf of newspaper 


advertising ... and ts available to any newspaper for reproduction or publication, without credit... 


NATIONAL ADVERTISING REPRESENTATIVES: Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit, St. Louis; Keene Fitzpatrick, San Francisco 
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. ye n life in the advertising business. 

De: e: ; 

\ | you finish up with the biggest 
cal en you ever had or ever will have 
, pan in, and jump aboard that big trans- 
ny a 10 longer blacked out, for your 
homebound trip to 
vhat we hope will 
wa »e the land of 
Lhe iree instead of 


he Jond of the regi- 
nenied, you will 
ind many chal- 
lenges for that re- 
ourceful mind of 
‘ours and many op- 
ortunities, some in 
.dvertising and pro- 
motion, some not. 

In the more than 
our years that have passed since our pro- 
uction machine began to convert to war 
jurposes rather than normal output, many 
jlevelopments in management have come 
bout to exercise a decided influence upon 
hou as an individual Advertising Joe. 

Our American industrial machine has 
one through several cycles in the mem- 
ry of even a bald-headed 42-year-old 
ld-timer like me. There was a time not 
o long after the last war when the sales 
nanager and his right and left arms, the 
,\dvertising and promotion managers, were 
he white-haired boys. Industry wanted 
olume. 

Then the engineering and production 
nen were the pampered darlings and col- 
ected the big bonuses because they could 
‘educe unit costs, yet increase wages of 
he individual worker and thus boost the 

tion’s purchasing power. Then the re- 
earcher came into his own again. 

In the era we shall enter when one or 
th of our major opponents’ folds, the 
ales manager and the advertising and 
romotion boys will be powers again, but 
inder a new influence. In the time you 
ive been gone, boards of directors, ex- 
cutive committees and those big shots in 
he front or corner offices have come to 
he conclusion that while they always did 
1 bangup job in financing, production, re- 
earch, engineering and sales and dis- 

bution they hadn’t done so well in the 
eld of human relations, which affects not 
nly employes and customers but also 
tockholders. They discovered that they 
lad lost the art of leadership—that even 
heir own men turned to union agitators 
ind politicians for guidance. 

Human relations is the all-embracing 
erm for industrial relations, personnel 
bdministration, stockholder relations and 


James W. Irwin 


—— 


Dear Joe : 


Each week G. I. Joe, former young adman, 
gets a letter from a prominent advertising 
man, discussing some basic situation or point 
» that will be important for “Joe” to bear in mind when he returns to 


customer and public relations, and Joe, 
when I say public relations, I don’t mean 
publicity or press relations. Too many 
otherwise brilliant industrialists have 
been suckers for charlatans who have 
sold press agentry as public relations. 

This new human relations work is go- 
ing to intrigue you. Your creative adver- 
tising talents will be called upon to de- 
velop morale programs for employes, to 
instill in those employes a pride in work 
well done and product well turned out, a 
pride in company and a pride in boss. 
Your sales talent will find new ways to tell 
prospective purchasers not only how good 
your product is, but why you make it as 
you do, what the philosophy of your com- 
pany is and why that philosophy is im- 
portant. Let’s call that Philosophy plus 
Product, a theme I have pounded away on 
for several years. 

Then you'll discover that the vice-presi- 
dent in charge of human relations will 
want steady and sound help from you in 
carrying to stockholders a more intimate 
knowledge of the inner workings of your 
company. 

One of the real major problems of the 
immediate future is management training. 
I don’t know of anyone I would rather 
have helping me in that work than a 
darned good, well-grounded advertising 
man who is young enough not to be sot 
in his ways, yet worldly enough to know 
his way around. 

In fact, Joe, the sky is the limit on the 
future you'll find when you get back, and 
it begins to look now as though that time 
is not too many months away. I envy 
you, boy. You have acquired a working 
knowledge of mechanics and machine op- 
eration, a respect for authority and lead- 
ership, a post-graduate course in psychol- 
ogy that can come only from living in 
barracks, sloshing through mud, sharing 
fox-holes, standing in line at the chow 
truck or the latrine. All of that experi- 
ence packed away in that noodle of yours 
is going to help make a better America. 
You’ll have the world by the tail. Wish 
I were twenty years younger instead of an 
aging hack. I’d like to share that office 
with you and bat ideas around the table 
every morning and sit in as an equal in 
the sessions in the grille when you young- 
sters pontificate on how good the world 
would be if there weren’t all these old- 
timers holding it back. 

Sincerely, 
JAMES W. IRWIN, 

Executive Staff, National Dairy Prod- 

ucts Corporation, New York. 
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n this department, basic principles which have proved their value in mail 
rder advertising—and which are equally important to the advertiser who 
oes not seek direct inquiries or orders—will be reviewed and discussed from 
eek to week. Pertinent case histories, queries and comments from readers 
are ited. Whenever possible they will be answered here. 


* THE MAIL ORDER MAN 
tewart, Chicago representative of 
g Group, takes sharp issue with 
y-Off on its recent statement that 
y will ordinarily pull about 60% of 
replies and a monthly 40% within 
after the issue date. But I'll still 
it on those figures for the general 
ublications. 
are many variations, naturally, 
, seem to follow the broad rule 
longer the reading life of a pub- 
the longer the pulling power of 
An annual, such as an almanac, 
t slowly and pull well for a num- 
nonths (in some cases in my ex- 
as much as 20% after 12 


mthly will pull more slowly and 


longer than a weekly, and a daily news- 
paper or a radio ad has an even quicker 
pull than a weekly. The magazine section 
of a newspaper follows much the pulling 
pattern of a weekly magazine. 

Fiction publications, which are as read- 
able six months later as on the day of 
issue, have a longer pulling power than 
magazines carrying timely articles or 
news stories. Technical magazines and 
some business papers also have longer life 
because they are likely to have a large 
pass-on circulation and they are often re- 
ferred back to. Daily newspapers will 
pull 60% to 80% within a week. Radio, I 
assume from my limited experience with 
it, will also pull most of its response with- 
in a week. 

All of these figures are averages and 


will necessarily be varied by special cir- 
cumstances. An offer limited as to time, 
or a super-attractive offer will speed up 
the replies. Sales responses will probably 
be a bit slower than simple inquiries 
where no money is involved. More com- 
plicated or more serious propositions will 
pull slightly slower responses than a 
simple or small proposition. 

These general figures are corroborated 
and strengthened by statements from 
other mail order advertising men. Thus 
W. H. Eichhorn of Grant & Wadsworth 
writes, “In monthly magazines you get 
about 75% of your pull in the first 30 
days. On a weekly, you get about the 
same amount of pull in 15 days. On a 
newspaper, your pull is about 50% in 3 
days and 80% in a week’s time.” 


Paul V. Barrett of International Cor- 
respondence Schools says, “In the case of 
monthly magazines, we receive approxi- 
mately 70% of the inquiries the first 
month. By the end of the third month, 
the mass production is about through. 
About 80% of the replies from weekly 
magazines come in the first week or ten 
days.” 

An advertiser in two monthly farm 
journals reports that he gets 75% and 
80% respectively of his replies within 30 
days. An advertiser of a $5 book on ap- 
proval and using 9 monthly magazines or 
groups of magazines gets from 50% to 
70% of his responses in 30 days. In 5 big 
dailies, he got within 14 days 53% to 
80% of his total inquiries. 


lhe Creative Wan: Corner 


No prediction is more frequently and 
freely made today in advertising and, par- 
ticularly, in radio circles, than that tele- 
vision needs only a little further develop- 
ment to make it the greatest advertising 
medium ever known. 

We wonder, though, if this is purely a 
question of electronics. 

Assuming (and we think it is a fair 
assumption) that every technical obstacle 
to perfect telecasting and perfect recep- 
tion will be overcome fairly quickly—and 
that low-cost receivers soon will find their 
way into millions of homes—it is easy to 
visualize the advertising effectiveness of a 
medium that will make possible for the 
first time widespread product demonstra- 
tion. 

Obviously, there is no better way to sell 
anything than to show it and prove it in 
actual use. Take a package of Jell-O or 
a can of Johnson’s wax or a tin of Dole 
pineapple; the possibilities in visual com- 
mercials are practically limitless. 

We can see romance, too, budding and 
blooming for girls who renounce pancake 
makeup or the girls who use Evening in 
Paris perfume. 

Indeed, we can see everything we have 
had hinted to us about television—except 
one thing. 

We cannot see the American public, or 
any very large portion of it, sitting hour 
after hour, night after night or day after 
day, eyes glued on a television screen. 

Granting that Bob Hope and Eddie Can- 
tor and Joan Davis and the Lux Theater 
players and half a hundred other stars of 
the stage and moving pictures can be 
brought to the screen week after week in 
carefully rehearsed, fully mounted pro- 
ductions, it is inconceivable that any 
lesser talent or less costly productions can 
continue to attract a substantial audience, 
or even any audience at all, over any con- 
siderable period of time. 

To be sure, there will be news events 
and educational features. But just as the 


big-audience radio programs today are the 
most star-studded and costly (with only a 
few exceptions to prove the rule), so must 
the big-audience television programs of 
the future be outstandingly fine. 

We have no doubt that they will be, too; 
those super-shows. 

But one of the greatest values in radio, 
for example, is its flexibility. It can be 
used expensively or it can be used inex- 
pensively. It can be used by the big 
advertiser or by the little advertiser. It 
also can be effective, as is many a publi- 
cation and outdoor campaign, actually 
without any concentration whatever on 
the part of its audience. 

This hardly is the case with television. 

Television demands concentration. 

You can’t drive an automobile and 
watch television at the same time. You 
can’t read a magazine or a newspaper and 
watch television at the same time. Your 
children can’t do their school work and 
watch television at the same time. And 
the woman, who today listens to a dozen 
radio soap operas while she does her 
breakfast dishes and her morning house- 
work, scarcely can be expected to stop 
these in the future to gaze starry-eyed for 
hours at a television screen. Even if 
every television production is super, she 
simply won’t have the time. 

It is in its inherent demands on audi- 
ence time that we think television as an 
advertising medium faces its highest 
hurdle. Without question, it can be suc- 
cessful for a number of large advertisers. 
On the other hand, its promise would 
appear to be somewhat less for the great 
mass Of medium-size and small adver- 
tisers who now sell so successfully over 
the radio and in newspapers. 

As a matter of fact, television might 
even destroy a good deal of the value of 
non-visual radio . . . just as motion pic- 


tures with sound killed the silent movies 
almost overnight! 
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Advertising Age, Jul, 31, i, 
. , . ——— = lists the directing pers: ne) .,f 
Kimball Buys Agency; Brooks a | i: pe eae Be | describes current postw: Pi 
to Open L. A. Branch Takes Overseas ost la AM MA UU ; LA aa and publications. | : iety 
Abbott Kimball Company, New| Brooks Darlington, deputy di-| | a. =e “It is not too radical i 
York, has acquired majority con- | rector of the OWI domestic branch | See ae Bana al, CON 


trol of the David B. Mindlin Ad- 
vertising Agency, Kansas City, 
acquiring all its accounts and 
operating it in that city under the 
Kimball name. Mr. Mindlin will | 
be general manager of the branch 
office, located at 21 W. 10th St. 

On Aug. 1, Abbott Kimball is 
moving its Chicago office from the 
Merchandise Mart to 333 N. Michi- 
gan Ave., and later this fall the 
agency plans to open a branch in 
Los Angeles. 


Do You Need a sony ma —— war a “— made by the Fund, an endowed| merce of the U. S., Committee for wm. ¥.J Bsa jE eae ye 
control and fuel conservation. He| institute for scientific research in| Economic Development, Congress | ; cheesy tel 

PRODUCTION MANAGER? (also end Ni Koran g ae Red | current economic problems, the/|of Industrial Organizations, Na- aa alee > Ge 
12 years’ experience essistent superin- Cross and National War Fund pro-| current report shows a striking/ tional Association of Broadcasters, | yicer for the Chesapeake & 0; 


tendent Boyce Publishing Company where 


|for a number of major campaigns, | 


has transferred to the overseas 
branch, to train for service at an 
OWI outpost in the Orient. One 
of the first members of the do- 
mestic branch, he came to the 


200 Agencies Doing 
Postwar Planning 


That America is determined to 


government on leave from E. I.| enter the postwar era with eyes 
duPont de Nemours & Co., where | open and all the facts at hand, is 


he had been sales promotion man- 
ager of the company’s nylon di- 
vision. 

Only a few weeks ago, Mr. Darl- 
ington was promoted to deputy 
director in charge of conservation 
and economic stabilization pro- 


grams. 


reflected in a survey issued by the 
Twentieth Century Fund listing 
nearly 200 public and private 
agencies of national scope now 
actively doing research or public 
education on postwar problems. 
The third in a series of surveys 


increase over the 105 organizations 


g for a Peacetime World _ 


the American Council on Educa- 
tion, Brookings Institution, the 
Commission to Study the Organi- 
zation of Peace, the National Bu- 
reau of Economic Research, the 
Foreign Policy Association, the 
Russell Sage Foundation, the So- 
cial Science Research Council and 
the Twentieth Century Fund itself. 
The business and labor groups 
listed include the American Bank- 
ers Association, American Federa- 
tion of Labor, Chamber of Com- 


National Association of Manufac- 


to estimate at $60,000,00 
nual volume of the air 
ing unit business within 
after the war, Harry Bo, 
manager of the air co 
for the Philco Corporati 
delphia, declared recent! 
“The fact that very fi 
understood what a roo 
was, what it did or hou 
tioned, was probably the . 
son the entire industry 
30,000 to 40,000 of thes 
year before the war,” he 
* 


Lines, declares in an artic 


he oe 


we did typesetting, engraving, electro- _——- listed in 1942 and the 137 in 1943.|turers and Rotary International. | q is f “Tracks.” bat, 

typing, printing and publishing. Thirty- P Ti ‘“ : : fessi 1 includ th ugust Issue 0 racks, C & rt 
; id. led, tw hildren, . itled “Postwar Planning in the Professional groups include le | magazine. 

coutesient. oF - wy conte. Assistant Mottern Joins Durstine United States: An Organization} American Bar Association, Ameri- when the last war end 


factory advertising manager but want to 
be an advertising agency production 
manager. 


M. Warren Clark, 2916 N. Albany Avenue, 
Chicago 18, Illinois. Phone: Irving 1551. 


Edward F. Mottern, formerly 
with William Esty & Co., Lord & 
Thomas, and Blackett - Sample - 
Hummert, has joined the creative 
staff of Roy S. Durstine, Inc., New 


Directory, 3,” the report lists 197 
organizations, 39 government and 
158 private agencies. 

Among the private research and 
educational organizations, whose 


can Management Association and 
the National Association of Hous- 
ing Officials. Welfare and reli- 
gious groups include the Federal 
Council of Churches, the American 


generally expected that a 
slump would develop,” he 


“It was widely thought tha 


had increased so much in 
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The governmental agencieS) business leaders believed that dhe tre 
whose work is described in th€/many new plants and such largiifof silic 
report include the State Depart-|/numbers of machine tools hamof sanc 
ment, Agriculture Department, | been brought into existence durififfrom s 
Commerce Department, Council of|the war that no more of eithllmnto w! 
State Governments, Federal Hous-| would be needed for 20 yeariBdoes n 
ing Administration, Federal Se-| But all of these seemingly plausfmf the 
curity Agency, Foreign Economic|ble_ predictions proved wrong Also 
Administration, both the House} Perhaps similar forecasts wil] of wo 
and Senate special committees on | wrong this time.” binder 
postwar economic policy and plan- | * ¢ ¢ jurable 
ning, Labor Department, Office of! The lifting of government pridffpredict 
|War Mobilization, Maritime Com- | controls in the immediate postwal&o trea 
mission, Treasury Department and | period to effect a successful transfn spite 
the Veterans Administration. | tion of business to peacetime 1aulin 
For each organization listed, the | duction was advocated by Fr: 
|directory describes. briefly the|D. Newbury, vice-president ; 
background and aims of the|charge of emergency products | A h 
|agency, tells how it is supported, | the Westinghouse Electric & Mion b 
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On December 7, 1941 there was no time for plan- 
ning — it was a matter of doing — of switching from 
a peacetime economy, to a war emergency basis, 
and in a hurry. The same situation in reverse may 
come any day—a switch back to peace, but this 
time we should prepare for it if we have learned 
our lesson. While the war is not over yet, and even 
though you are in the midst of your war job, why 


not plan constructively for peace? Many postwar | 
plans are getting under way which wisely include | 
printed promotions. Thus, when the “go” signal 
comes, no time need be lost in working out details, 
and you will have the jump on your competitors by 
being prepared to go into production. 

We urge you to see your printer now to make 
definite plans for your postwar printing. 


GENERAL PRINTING INK CORPORATI 


Sevdstons 


100 SIXTH AVENUE 


NEW YORK I3 e 
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NATIONALLY REPRESENTED BY GEORGE A. McDEViTT CO “PA 


business they get out of 
Manchester and its six county Primary Zones. Through copy 
in the Union-Leader they tap a great responsive market of 
359,000 people. But particularly are they pleased with the 
thorough, practical merchandising services we offer to /velp 
advertisers sell more goods. 
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‘EXTRA MERCHANDISING SERVICES GET RESUIEE” 


The material listed below ¢s yours fer the asking. Check the tlems that interest You... mad lo us loday ! 
1 — 
H-ti f fi A i blished d influr>- 
PRINTING AND ADVERTISING CLINICS—Transcripts NOTES ON THE SCIENCE OF COLOR | semaientian section dealer shal enede papem Ateoa bt 
i & P 
ADVERTISING IN WAR aan Shaeanae, COLOR SYSTEMS ' display; surveys; printing and mornithly Food News ell . 
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rtising Age, July 31, 1944 


‘ompany, before the American 

on cty of Mechanical Engineers. 

ndustry will need freedom 
igid price control, because 
sroducts will need higher 
at least temporarily, if. com- 
are to weather the storms 
early postwar period,” he 


‘Adve 


‘ionil ae ugh Mr. Newbury pre- 


Phi “| a postwar consumer price 

' «| one-third to one-half above 
Peovti .at of 1940, he asserted his belief 
tall : long-term advantages of 
fe ow cost selling, not the “strait- 
} re ' of rigid price control, as 


7 ential for healthy business 
d ync ons. 


K * 
that Non-shrink woolens, non - run 
ocefitockngs, non-shine pants and 
:. Geliidou! wearing qualities are 
ic @limmong some of the new develop- 
& Olffments announced as accomplished 
in by Monsanto Chemical Company, 


C & St. Louis. 
‘T e new developments are based 
lit willion new techniques of treating 
ostwameither the surface or the heart of 
ssertemfibers to produce the desired effect 
‘t Wagdimmwithout in any way changing the 
the willfeel or texture of the material. In 
rial promsome cases the treatment involves 
d untllithe deposit of a submicroscopic 
© someifilm of plastics. In the case of the 

Manfelimination of runs in stockings, 
that athe treatment involves the deposit 
ch largimof silica or submicroscopic grains 
ols haffof sand which prevents the fibers 
e durinffrom slipping out of the positions 
f eithmnto which they were knitted, yet 
) yearidoes not alter the feel or texture 
’ plausfi/of the fabric. 

WYO! Also announced is a treatment 
will of wool, which, when pressed 

under steam and heat will effect a 

lurable crease. The company 

nt pridffpredicts that wool suits or trousers 
post ) treated will retain their crease 
trans[mn spite of exposure to rain or the 


me | 1auling of suitcase packing. 

y Fra * oe & 

dent : . 

lucts / A heavy engineering construc- 


: & Miltion backlog of more than $6.5 
yillion in the 37 states east of the 
ocky Mountains alone, awaits the 
nd of the war, F. W. Dodge Cor- 
oration reports, on the bdsis of 
’-Day data from its reportorial 

» taff covering the period ending 

une 30. 

, At the same time, the corpora- 
ion’s report revealed a backlog of 

y ndustrial construction, with spe- 


fic data showing 1,045 manufac- | 


uring projects, estimated to cost 


§164,201,000. The report shows | 
yp"? hat 622 of the industrial projects, | 


stimated to cost $100,942,000, are 
i the design stage, many of them 
lueprinted to meet immediate 
ostwar needs. 


Louis Buys KTAR, 
nany [wo Other Stations 
beers _FCC approval has been given to 
’ he sale of KTAR Broadcasting 
1 the ompany, owner of KTAR, Phoe- 


at of ux, Ariz.,and controller of KVOA, 
ucson, to John J. Louis, vice- 


copy resident of Needham, Louis & 
et of Meo?>y, Chicago. Purchase was 
én nade from the Arizona Publishing 
h the mpany, publisher of the Phoe- 
help Li Republic and Gazette, for 


Approval has also been received 

the FCC for the purchase of 

~ ==Mplalion KYUM, Yuma, by Mr. 

and transfer of majority 

sul ontrol of KYCA, Prescott, to the 
Broadcasting Company. 


ur ; 
A » 
c 

bie 

Now 

er il 

“t 

al 1 

_s * 


16 
} 


co «PA 


. om 
aah McNeill & Libby 


egRN MORE THAN 


300,000 — 
SOUTHERN | 
IL CALIFORNIA 

[ CIRCULATION 


Thompson Named V.P. | 


Walter J. Thompson, manager | 
of the advertising bureau and/| 
director of public relations of the 
Buffalo, Niagara & Eastern Power 
Corporation, has been elected a 
vice-president. He will be suc- 
ceeded by J. Arthur Apsey. 


Doremus Adds Copyman 


Ray Schoonover, formerly with 
J. M. Mathes, Inc., and R. H. 
Macy & Co., has joined the copy 


staff of Doremus & Co., New York. 


Issue Booklet to 
Aid Industrial 


Market Research 


Cleveland, July 27.—The first of 
a series of informative booklets to 
aid advertising managers, sales 
promotion managers and _ sales 
managers with their marketing 
problems, has just been published 
by the postwar planning commit- 
tee of the Industrial Marketers of 
Cleveland. The book’s title is 


| 
| 


39 
“How to Find Markets and Influ-| the Census and other government 
ence Buyers.” | agencies to indicate how a mar- 


With its purpose to outline the| keter may approach the problem 
fundamental procedure in deter-|0f locating and reaching potential 
mining the market for any indus- buyers for his products. Copies 
trial product, the bulletin graphic- | 27® available, at $1 each, from 
ally portrays the problems of | W- S. Leech, secretary-treasurer, 
population and labor force, buying Industrial Marketers of Cleveland, 
power and actual buyers, indus- | 4? Leader building, Cleveland. 
trial classifications and manufac- 
turing census, market identifica- | Lupton Leaves ABP 
tion, geographic plant locations} John Lupton, advertising man- 
and trade and_ professional as- | ager of Associated Business Pa- 


sociations. | Pers since December, 1943, has re- 
The bulletin relies heavily on|signed. His future plans are un- 
material issued by the Bureau of | announced. 


Is your Pacific Coast 
Radio Coverage te 


ONLY “HALF THERE’‘? 


IF THE NETWORK you're using on the Pacific Coast isn’t 
Don Lee, your coverage—like poor Philbert—is only “half 
there.” For half of the retail sales on the Pacific Coast are 
made outside the counties in which Los Angeles, San Fran- 
cisco, Oakland, Portland and Seattle are located—and only 


Don Lee completely covers this “outside” half. 


| How so? Markets in the “outside” area are surrounded by 


| mountains, and long range broadcasting doesn’t work. But 


local broadcasting does. And that’s where Don Lee comes 


The Nations Greatest Regional Netu iork 


in...with 36 local stations within these mountain-blockaded 
markets. Largest coincidental survey made on the Pacific 
Coast (C. E. Hooper—276,019 calls) gives Don Lee 60 to 
100% of the listeners in many of these “outside” markets. 

Here are examples of Don Lee’s superior coverage of the 
inside half: The April Hooper rating for Jack Benny was 
higher on Don Lee than on Network A—and since chang- 
ing to Don Lee from Network B, Point Sublime has a much 
higher Hooper rating. 

When you buy network radio on the Pacific Coast, be 


sure your coverage Is “all there.”” Buy Don Lee! 
o / 


THOMAS S. LEE, President 
LEWIS ALLEN WEISS, Vice-Pres. &@ Gen. Mgr 
5515 MELROSE AVE.,HOLLYWOOD 38,CAL 


Represent d Nationally by John Blair & Co 
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40 
Names Stanfield 


Harold F. Stanfield Ltd., Mont- 
real, has been appointed to handle 
advertising for Acme Glove Works, 
Montreal. A fall magazine cam- 
paign will be released in Septem- 
ber. 


NBP Transfers Murphy 


W. G. R. Murphy, previously 
with the Montreal office of Na- 
tional Business Publications, has 
been named manager of the com- 
pany’s Vancouver office. 


Trade Publication Wanted 


Established publishing firm would like to 
add another paper to its organization. 
Either with or without present ownership 
and personnel. More interested in field 
of paper covered than in success of 
paper itself. Would also entertain ideas 


for working with new publication in| 


promising field. 


Box 4935, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


‘Chicago Tribune’ 
Leads in Linage 
for Ist 6 Months 


New York, July 27.—The Chi- 
cago Tribune, with 11,031,239 lines 
of advertising, led all newspapers 
|in advertising volume during the 
| first six months of 1944, according 
to tabulation of Media Records, 
|\Inc. The New York Times was 
second with 10,730,529 lines, and 
the Washington Star third with 
10,539,838 lines. 

Others among the first ten in 
total linage were, in order, Mil- 
waukee Journal, Baltimore Eve- 
ning and Sunday Sun, New Or- 
leans Times-Picayune and States, 
Detroit News, Dallas Times-Herald 
| and New York Herald Tribune. 
| The Chicago Tribune also led 
;}among weekly morning papers, 
|followed by the New Orleans 
| Times-Picayune, Washington 
| Times - Herald, Washington Post 


|and New York Times. In the 
weekday evening field the leader 
was the Washington Star, followed 
by the Milwaukee Journal, New- 
ark News, Indianapolis News and 
| Toronto Star. 

Among Sunday papers the New 
York Times led, with the Chicago 
Tribune, New York Herald Trib- 
une, Philadelphia Inquirer and 
Cincinnati Enquirer following in 
order. 


National Linage Leads 


In general (national) advertis- 
ing, the Boston Herald led the 
morning field with 1,375,537 lines, 
followed by Baltimore Sun, New 
York Herald Tribune, Toronto 
Globe and Mail, New Orleans 
Times - Picayune and Washington 
Post. 

The Chicago Daily News led the 
general classification among after- 


followed by the Boston Traveler, 


Cincinnati Times-Star, Baltimore 
Evening Sun and _ Indianapolis 
News. 

In the Sunday field the New 
York Times led in general adver- 
tising with 1,100,234 lines, fol- 
lowed by the New York Herald 


noon papers with 1,642,065 lines, | 


Montreal La Presse, Montreal Star, | 
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“I told ’em we were having 
Shredded Ralston for breakfast!” 


Like a modern Pied Piper, delicious These crisp, toasty bite size bis- 
Shredded Ralston brings kids bounc- cuits are cram full of whole wheat 
| ing out of bed for breakfast—rushing energy—just what active youngsters 
the kitchen for between-meal snacks. need. Try Shredded Ralston today! 


MORE COMEDY—Ralston Purina Co. joins the parade toward cartoon medy 
in newspapers with this 200-line copy. This insertion appeared in Ogden, Utah, 


——FB or 
Tribune, Cleveland Plain Dealer, 


md ac 
Chicago Tribune and Los Angeles Ammen Promotes a se 


E i P %, th 
> Its Body Powder Fi: 
Blue Promotes Ewing . 3 

Robert Ewing, for the past two Via Newspapers ol 


years supervisor of the Blue Net- Alexandria, La., July 26.—ChasfMas_ di 
work sales traffic department in|]Ammen Company is currentiyqmotoriot 
|Chicago, has been added to the|running its first consumer news.{mps of 

division’s research department as | paper advertising since the start offfeir 0 
assistant to G. A. Vernon, research|the war for Ammen’s antisepti™mes up 
manager. Replacing Mr. Ewing in| powder, using 330-line ads ingmhich 

network sales traffic will be Gladys | seven papers in selected Southemmifts, a 
| Ferguson, previously in charge of|markets. Several million cans of™ally h 


local and spot sales traffic. the “absorbent, antiseptic, anal.™rand r 


gesic” body powder have bee jm Throt 
= . shipped for use by our armempeller, 

Issues Fishing Aid forces all over the world in themlgin 

|. William Jameson & Co., New|past three years. re schi 

York, division of Seagram-Distil- Captioned “Always ‘Tops’ . . Bisquire 


lers Corporation, has issued a fish- 
ing guide calendar promoting its 
| Gallagher & Burton’s blended 
whisky. Each calendar day car- 
|ries the shaded outline of a fish 
| with the darker fish representing 
| the better fishing days. 


but it took a war to prove it!’, th@omanc 
ads, which began last month, stregimove <¢ 
the “triple action” of the producgmovie | 
—it soothes the skin, absorbs perf 
spiration and prevents the grow? cGr 
estri 


machines like this Reynolds, for years, has rolled more 
light-gauge aluminum than any company in the world. 


REYNOLDS METAL FOIL: 


How foil wrap licked a fighting man's stubbornest enemy 


a ENEMY, as every Army Quartermaster knows, stubborn bottleneck in handling aluminum scrap. 
a climate of all-penetrating 


or a climate of dry, sucking heat. 


is climate Tomorrow, the 40 plants producing Reynolds 
aluminum will be ready to supply America with the 


“metal of the future” this nation will need for so 


moisture... 

Ammunition, medical supplies, rations . . . all 
must be protected against this enemy. That—early 
in 1941—is where Reynolds metal foil came in. 


many essentials. 


At that time there was no such thing as a com- 


| ny. 
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For nine consecutive Bs: He 
years the Union-Star | 
has led in city zone 
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pletely climate-proof wrapping seal . . . and the kind circulation 
of rough handling the army contemplated was un- . . 
dreamed of in any manufacturer’s specifications. : 
Working against these odds and against time, Sj 
Reynolds laboratories found the answers. 
Today, American soldiers, sailors, and marines 
are receiving hundreds of different items packed in \J 
Reynolds foil that provides a positive barrier against party 
moisture-vapor transmission; Reynolds’ special heat LBS 0 
seal keeps these packages completely *““climate- SCHENECT b ae ll 
a ; Ge o- train 
proof”. . . Reynolds lamination of foil with other sk) ies 
extra-tough materials surpasses the specification 4 
for “rough handling. Couenings By , 
A RECORD OF ENTERPRISE Nationally Represented by we 
Besides rolling more light-gauge aluminum ihan KELLY-SMITH CO. pl te 
any other manufacturer, Reynolds enterprise has ea) ni 
developed in America a great new source of alumi- Phot 
REYNOLD! an for warplanes . . . has helped cut Bo 4 


aluminum prices substantially . . . and EMERGENCY LIFEBOAT RATIONS —part of the Navy's 


lifeboat equipment are these packages of chocolate bars 
wrapped in Reynolds protective foil. 


. 
Din by pre-fabricating plane parts from sheet 
RRR MBs” 


aluminum in its own plants, has broken a 
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40 Build Name in 
ip-ondless’ Field 


Mper shortage threatens the use 


mec bleed pages for its 


ing Age, July 31, 1944 


Aavert 


Icin American 


vo, July 26—With what is 
.d as “practically the first 
advertising campaign in 
d to create consumer de- 
r a brand name product,” 
Watch Case Company, 
sit November will begin a 
~e. of full-page, four-color in- 
ti in nine leading magazines 
i eavy list of trade publica- 
\dditional dealer relations 
tey..1 will support the national 


C) 
esc 


ait 


ivertising campaign, to build 
onsumer recognition” for com- 
ts, cigaret cases and dresser 
sts der the Elgin American 
b bel. 

Wh production of these acces- 
ry ms is necessarily limited 
the watch case company’s pres- | 
it ordnance production, postwar | 
ynversion plans already com- | 
leted point to a capacity for these | 


roducts equal to half the total 
7 S. volume. 

Of that volume the new, young 
1d active Illinois Watch Case’s 
anagement hopes to garner some 
1%, through “energetic, persistent 
md permanent” advertising of the 
-year-old brand name, according 
» its vice-president, Leo Stone. 
Recent research by the company 
as disclosed that women are 
jtoriously non-brand name buy- 
rs of jewelry, that women buy 
eir own compacts and accesso- 
es up to the $6 bracket, after 
rhich men buy the products as 
ifts, and that there is a poten- 
ally huge gift market for these 
rand name items. 


Through its agency, Weiss & 
eller, Inc., Chicago, the first 
lgin American advertisements 


re scheduled to appear in Vogue, 
squire, True Story, Charm, True 
omances, True Experiences, True 
ove & Romances, Photoplay— 
ovie Mirror and Radio Mirror. 


cGraw-Hill to 
estrict Bleed Copy 


In a notice to advertisers, signed 

Howard Ehrlich, executive | 
e-president, McGraw-Hill Pub- | 
hing Company warns that the 


bleed advertisements in its pub- 
ations and advises against mak- | 
October 
sues and beyond until further 
ord can be issued by the com- 
iny. 

It was also stated that regard- 
bss of what action is finally taken 
1 the use of all bleed advertise- 
ents, and solely because of its 
vn production'§ difficulties, all 
icGraw - Hill publications, from 
eptember issues on, will not be 
ble to accept two-color bleed ad- 
rtisements in which the color is 
ied out beyond the publica- 
’ standard type page dimen- 


NA Elects Four 


The following companies have 
‘en elected to membership in the 
association of National Advertis- 
rs: Houdry Process Corporation, 
Iphia; Oliver Farm Equip- 
lent Company, Chicago; Eureka 
acuum Cleaner Company, De- 

nd A. B. Dick Company, 


SALES TRAINING 
POSITION 


Mijor Airline Sales De- 


«ment has permanent 
®) ortunity for sales train- 
i) specialist to develop 
ling methods and to 
«st in training field rep- 
' -ntatives. Prefer college 
f' iuate with successful 
training experience. 
0 40 years. Give com- 
) ‘ce background. Show 
® nings record. Enclose 
P! >to. 


8 4955, ADVERTISING AGE 
E. Ohio St., Chicago 11, II. 


‘Indianapolis News’ 
Promotes Three 


C. Walter McCarty, managing | 
editor of the Indianapolis News | 
since 1934, and with that paper | 
since 1914, has been promoted to | 
assistant general manager and 
executive editor. Joseph F. Breeze, 
advertising manager for the past 
year, has been named _ business 
manager in addition to his adver- 
tising duties, and Herbert R. Hill, 
formerly assistant managing edi- 
tor, will succeed Mr. McCarty as 
managing editor. 


Harstone Joins Kudner 


Jean Harstone, previously assist- 
ant director of network promotion, 
National Broadcasting Company, 
has joined the public relations 
staff of Arthur Kudner, Inc., New 
York. 


|the Retailers’ 


Illinois Drops 


Tax on Giveaways 


Ill., July 27.— An 
interpretation of 
Occupational Tax 
Law which may remove the “sales 
tax” from premiums, novelties 
and other items was announced 
here this week by the Illinois De- 
partment of Revenue. 

“Since July 1, 1941, the depart- 
ment has held that persons who 
sell tangible personal property to 
purchasers who give the property 
away incur retailers’ occupational 
tax liability when making such 
sales,” the department explained. 
“This is still true where the sale 
is made to a purchaser who gives 
the property away apart from his 
sale of other tangible personal 


Springfield, 
important new 


property or service, but tax liabil- | 


ity is not now held to be incurred 
if the sale is made to a purchaser 
who gives the property away in 
connection with his sale of other 
tangible personal property or serv- 
ice. 

In other new interpretations of 
the state law, the department re- 
moved tax liability on “persons 
who sell paper and ink to printers 
who incorporate such items into 
printed matter which they sell,” 
and also removed tax liability on 
containers sold to purchasers, such 
as launderers, dry cleaners, etc., 
who transfer the ownership of 
such containers to others for whom 
they are rendering service.” 


Pollatsek Named 


Sidney Pollatsek has _ been 
named advertising and promotion 
manager of I. Schneierson & Sons, 
New York, succeeding Bernard M. | 


| tial. 
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Kliman, who resigned to become 
advertising manager of Gruen 
Watch Company. 


SALES MANAGER WANTED 


Growing organization of 3,000 people located 
in pleasant mid-western city wants sales man- 
ager to handle merchandising of industrial 
products enjoying established national repu- 
tation for quality among railroads, oil com- 
panies, power plants, chemical industries, and 
aircraft manufacturers. 

Qualifications: 35-40 years old, married with 
children, college education (with some me- 
chanical engineering training or experience 
preferred), |0 years sales experience includ- 
ing 5 years supervisory experience. 

Duties will include the supervision of sales 
analysis and forecast, advertising and sales 
promotion, and the management of a com- 
plete selling organization including branch 
offices in fourteen major American industrial 
centers. 

In reply, ae age, personal history, business 
history, salary desired and personal photo- 
graph. All information will be held confiden- 
Address Box 4942, Advertising Age, 
100 E. Ohio Street, Chicago II. 


> 
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You can’t call Stars Over Hollywood anything but 
first-class radio. Nothing else accounts for its consist- 
ent popularity—right up among Saturday’s highest- 
rated daytime shows—during the past three years. 
Nothing else explains the selling magic it performs 


for its sponsor. 


Stars Over Hollywood presents dramas of nighttime 
quality, with important Hollywood stars, on daytime 
air. In production, talent, popularity —and results— 
it’s the best of its kind. 

And just as outstanding in its own field is Citizens’ 
Forum—a local program for one of Southern Cal- 
ifornia’s biggest banks. 

Citizens’ Forum poses questions that deeply concern 


California listeners. 
permitted to return 
experts, pro and con 


(Example: “Should the Japs be 


to California?”) Then it invites 


, to speak their minds. Sparks fly. 


Discussion runs high. Responsible citizens listen in- 


tently, tune in week after week. The bank reaches the 


customers it wants - 


reaches them and gets results. 


That’s why the sponsor has just renewed for another 


fifty-two w eeks. 


| a 
STARS OVER HOLLYWOOD originates at KNX 


..-SO does Citizens’ Forum 


Two different shows, each pest of its kind. But they 
have a basic (and significant) similarity. Both originate 
at KNX. The 49-station Stars Over Hollywood and the 
local Citizens’ Forum both bear the same stamp of net- 
work skill that “makes” two dozen of radio’s finest trans- 
continental show-pieces. For here—as at no other West 


Coast station —local advertisers benefit from the same 


knowledge, experience and production facilities that 


are used by national advertisers. 


If you want a best-of-its-kind program, KNX can 


supply it. Just let us—or Radio 


Represented 

by Radio Sales, 
the SPOT 
Broadcasting 


Division of CBS 


Columbia’s Station for All Southern California 


LOS ANGELES 
30,009 WATTS 


Sales — know. 


Vaid. Rescemate Ace 
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Ted Toll, Blue Network producer 
in Chicago, and director of “Early 


American Dance Music,” spon- 
sored by the Ford Motor Company, 
has received his AVS commission 
as a 2nd lieutenant in the USMC, 


at Quantico, Va. 

Dudley Lindner, of Hearst Ad- 
vertising Service, is now a captain 
at the Port of Embarkation, San 
Francisco. 

Merrill Kremer, Inc., Memphis 
agency, got a double dose of the 


ADS PULL BETTER 


when illustrated with LIFE- 
LIKE EYE*CATCHER 
photos. Nothing like them 
anywhere. 100 new _ sub- 
jects monthly, All lines 
business. Write for new 
FREE proofs No. 101. No 
obligations. EYE*CATCH- 

ERS, Inc., 10 E. 38 St., 
New York 16, 


/promotion manager 


draft recently. Bill Greenshaw, 
artist associate, went to the Army 
and Warren Billingsley, account 
executive, went to the Navy on 
the same day. 

Raoul Blumberg has resigned as 
for the Wash- 
ington Post to enter the Army. 
Mrs. M. J. Clement will take over 
as acting promotion manager. 


N RDGA Postwar 


and will report for duty in August | 


Conference Set 


for Aug. 8-10 


New York, July 27.—A confer- 
ence on postwar planning, under 
the auspices of the postwar plan- 
ning committee of the National 
Retail Dry Goods Association, will 
be held at the Seaview Country 
Club, Absecon, N. J., Aug. 8-10. 
Saul Cohn, president of City 
Stores Company, will preside. 

Other organizations which have 
indicated that they will send rep- 
resentatives to the conference in- 
clude National Planning Associa- 
tion, Committee for Economic De- 
velopment, the United States 
Chamber of Commerce, National 


Association of Manufacturers and 
American Retail Federation. 

The first two days will be de- 
voted to discussions of such sub- 
jects as the outlook for produc- 
tion, employment and distribution 
and efforts which may be neces- 
|sary to insure business activity 
and high levels of employment 
and prosperity at the end of the 
war. 


McGivena Appointed 

Meredith Publishing Company, 
Des Moines, has appointed L. E. 
McGivena & Co., New York, to 
handle advertising for Successful 
Farming. A campaign will break 
this month in advertising publica- 
tions. The Buchen Company, Chi- 
cago, will continue on Better 
Homes & Gardens. 


Heads Soy Division 

Harry R. Schultz, manager of 
the newly created soy mills divi- 
sion of Pillsbury Flour Mills Com- 
pany, Centerville, Ia., has been 
appointed vice-president of that 
division. He previously was presi- 
dent and manager of the Standard 
Soy Bean Processing Company, 


Centerville. 
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It’s “Colonel” now, for John Shepard III, head of the Yank« 
work. He has been appointed to the general staff of the Ho 


Order of Kentucky Colonels by Gov. 
Nolan, publicity rep. of Gruen Watch Co., has been named a 


ry 
Simeon Willis. . . Joh. 7 


ber of the Cincinnati Advisory Committee on Reemploym: of 


War Veterans. . . 


Henry Slavick, WMC (Memphis) gen’l mgr., 
knee in a fall not so long ago, 
. Pvt. Joe Eggleston, former WMC comme: ja] 


help of his cane. 


who spraine: his 
is now getting around withou: ‘he 


mgr. now in the medical corps, was in Memphis on furlough ;e- 


cently... 


Ralph G. Johnson, Western manager of Dry Goods Journal for ‘he 
past quarter of a century, is likewise receiving the congratulations 


of his friends on the 
occasion of his 
twenty-fifth wedding 
anniversary. 

NBC’s temporary 
loss is GOP’s gain as 
Mrs. Irene C. Kuhn, 
director of informa- 
tion for the broad- 
casting company. 
takes leave of ab- 
sence to become asso- 
ciate director of pub- 
licity for the Repub- 
licans. .. Oscar H. 
Romaguera, head of 
JWT’s Latin Ameri- 
can division radio de- 
partment, left New 
York recently on an 
extensive inspection 
tour of markets and 
advertising media. 
He’ll cover Peru, 
Ecuador, Colombia, 
Venezuela, Panama, 
Costa Rica, El Salva- 


x 
= 


TO LOVE AND CHERISH—Phil Hoffman, 
originator of "Big Aggie,” 


right, 
who moves from WNAX 
to Des Moines in the Cowles radio organization 
shift, turns Aggie over to Don Inman, formerly 


of the Waterloo office of WMT, now manager 
of WNAX, Yankton, S. D., with instructions on the 
care and feeding of promotion ideas. 


dor and Guatemala and Mexico City. . . 
Col. John Slezak, pres. of Turner Brass Works, Sycamore, IIl., on 
leave since his call to active duty with the Army in January, 1942, 


has been appointed chief of the Chicago Ordnance District. . . 


T. M. 


O’Ryan, born in Ireland and his brogue still as neat as a shamrock, 
has been named publicity director of the Memphis United China 


Relief organization. He’s southern div. 


mer. of National Transitads. .. 


After 23 months’ absence with the Army, Capt. Robert A. Cooke 
returns to the American Newspaper Publishers Association as traffic 


manager. . 
win, 


. Civilian or GI, 
now Sgt. Corwin, assigned to the special service section on 


Marvin S. Corwin rates in radio. Cor- 


Bougainville as program director of the Army Expeditionary Radio 


Station, was 
Agency... 


Stephen A. Ogden, former exec. v.p 
hill of London, Inc., and Mary Dunhill, Inc., 


formerly radio director 


with Grey Advertising 


. and director of Alfred Dun- 
recently was promoted 


to major in the AAF. Maj. Ogden is serving in Italy at present 


Sherrod E. Skinner, gen’! mgr. 


of the Oldsmobile division of GM, 


has been elected a life trustee of the Rensselaer Polytechnic Insti- 
tute, from which he was graduated as a mechanical engineer in 


1920. . . 


Bernarr Macfadden has sent out invitations for 


A group designated as the National Committee to Honor 


a celebration at 


Dansville, N. Y., Aug. 16, when a diamond-studded gold trophy 


will be presented to the famous physical culturist. 


The occasion 


will mark his 76th birthday and, as the committee says, “com- 
memorate his 50 years’ service to humanity and for a comeback 
with Physical Culture Magazine, which has inspired thousands to a 


new healthful life.” 


Hugo Scheibner, head vi the Los Angeles agency, has launched 
something new in that area—a series of monthly forum luncheons 


VIDEO AWARD — Robert S. Peare, 
Electric vice-president 
in charge of advertising, publicity and 
receives the 
Television Society's plaque from Dan 
president of the society, in 
behalf of WRGB, G-E's television sta- 
The award, won by WRGB for 
the second consecutive year, is in rec- 
its contribution to tele- 
vision programming. 


right, General 
broadcasting, 
Halpin, 


tion. 


ognition of 
shortly after 


ing, entirely, 


house July 27... 


his induction. 
signed a soft job painting a few murals, but ended up by redec 
the orientation rooms of the station hospital. . . 
Luther Andrews, head of Andrews Advertising, Lincoln, N 
celebrated the opening of the agency’s tenth year with an « 


for clients and their guests. A 
guest speaker from_ var.ous 
fields of business will be on 
hand at each session, and the 
open discussions are expe ted 
to become interesting clari ers 


of trends and postwar p)ob- 
lems... 

Ollie Rodman, publishe: © 
Outdoors, Boston, has tu:ned 


out a new book for ang «Ts, 
called “Striped Bass—W)h-re, 
When and How to Ca ch 
Them.” .. Also just off the p °ss 


is “Man’s Fight to Fly, 4 
chronology of aviation, by J.!n 
P. V. Heinmuller, pres. of |.0"- 
gines-Wittnauer Watch Co. . 

An honor medal has n 


awarded to S. A. Berryann, 
export mgr. of Brown Ins’ u- 
ment Co., Philadelphia, for 
highest average in chemica 
gineering, junior year, at D 
evening school of Drexel | 
tute... Pvt. Reuel Sides, fo 
art dir. of Gimbel Bros., P 
delphia, was confined to 
hospital at Camp Swiff, 

During his convalescence he wa 
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sqrrington Hall 
, Coffee’ Drive 
its Competitors 


vork July 26.—Baker Im- 
‘ompany, New York and 
lis, is currently taking a 
-ompetitive soluble coffees 


aa 


YOU DON’T WANT 
Yo A PICTURE 


—nor a product 


=_ that is only /2 coffee 


New 
yr tin 
jnneé 
ck a 


ngton Hall coffee, through H. B 
eQuatte, Inc. 


roduct that is only % coffee, 
ure food 
bbeling, for 
Jhen you want 


your protection 


a campaign in newspapers of 
out 20 major markets for Bar- 


Under such headlines as “You 
don’t Want % a Watch” or “4 a 
oe” or “1% a picture ... nora 


= | 


instant coffee, 


Export Agency Group 
Elects J. L. Palmer 


Joseph L. Palmer, Foreign Ad- 
vertising & Service Bureau, Inc., 
New York, has been elected presi- 
dent of Association of Export Ad- 
vertising Agencies, succeeding 
Arthur A. Kron of Gotham Adver- 
tising Company. William T. Hop- 
kinson, T. B. Browne Ltd., was 
named vice-president and Henry 
R. Webel, G. M. Basford Company, 
secretary-treasurer. 

The association, organized three 
years ago, now has 11 agency 
members. In addition to the four 
mentioned above, these are Buchen 
Company, Dorland International, 
Evans Associates, Export Adver- 
tising Agency, J. Roland Kay, Inc., 
National Export Advertising Serv- 
ice, and Irwin Vladimir & Co. 


New Ad Guide 
Speeds Campaign 
for Womanpower 


New York, July 26.—To empha- 
size the fact that womanpower 
today is the war’s No. 1 advertis- 
ing problem, the War Advertising 
Council is issuing to advertisers, 
agencies and others a campaign 
guide, “Women at War,” covering 
all phases of women’s work in war 
plants, essential occupations and 
the armed services. 

Reproduced are advertisements 
of various companies which have 
already been run, and suggested 
copy showing how other adver- 
tisers may participate. 

Carleton Healy of Hiram Walker, 
Inc., is coordinator for all the 


council’s manpower campaigns. 
Robert B. Brown of Bristol-Myers 
Company is campaign manager 
and J. Walter Thompson Company 
is volunteer agency for this proj- 
ect. 


Tonachet Promoted 


Gerard Tonachet, associated 
with Standard & Poor’s Corpora- 
tion, Hartford, Conn., for 23 years, 


43 


|}and a director since 1941, has been 
appointed assistant to the presi- 
ident. Mr. Tonachet will be in 
|charge of sales, advertising, per- 
|}sonnel and departmental coordi- 
nation. 
: 
‘Don McGee Resigns 

Don McGee has resigned as 


advertising manager of Nutrition 
|Research Laboratories, Chicago. 


JUST OUT! 
Nationwide Survey 
of Reading Habits. 
Sent free on re- 
quest. 


aker points out that “the U. S. | 
law controls product 


"Certain competitive soluble 
Bffees are said to be 50% sugar. 
» The “half” ads, in larger space, 


vad the label—not only for what 
says but for what it does not 
y. Barrington Hall coffee is not 
alf coffee, not a mixture or com- 
yund; it is coffee—and the label 
AYS SO. 


re run intermittently in connec- 
n with a consistent, every-week, 
all space campaign in _ these 
arkets. This campaign currently 
iphasizes that Barrington Hall 
a coffee that “makes iced coffee 
stantly in cold water.” 


o Belden & Hickox 


William Glazer, formerly pro- 
iction manager of Lee Donnelley 
mpany, Cleveland, and for many 
‘ars advertising manager of the 
leveland unit of the Atlantic & 


acific Tea Company, 


nd 


has been 
amed production manager of Bel- 
n & Hickox Advertising, Cleve- 


Closes Sept. 15th 


falog your line in the 1945 
al Buyers Reference to as- 
iching those men who plan, 

pecily, requisition electrical and 
products. Saves a costly 
usage proved. Ask nearest 

McGraw-Hill office about 1945 

closing Sept. 15th. 


They reach for 


7, 


A McGRAW-HILL 
PUBLICATION 


WAAT delivers 


more listeners per dollar 


~ Between 8.™. and 6pm. 


in Ameriea’s 42 Largest Market 


than any other station — 
including 


all 50,000 watters!* 


*See Latest Surveys! Check Availabilities! 


National Representatives (Outside N. Y. Area) 
Spot Sales, Inc. 


Do you realize this market contains over 3% million people; 
more than these 14 cities combined:— Kansas City, Indianapolis, 
Rochester, Denver, Atlanta, Dallas, Toledo, Omaha, Syracuse, 


Richmond, Hartford, Des Moines, Spokane, Fort Wayne. 
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mle £M Dollar FOR DOLLAR NEW JERSEY’S BEST RADIO BUY” " 


£ 
foe 


August I, 
the 


e take pleasure in | 


announcing that effective | 
1944 


W aukegan, Illinois, News-Sun 


“Positions Wanted,” 
tatives Available,” 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Representatives Wanted,” and “ 

50 cents a line, minimum charge $2. 

| cash with order. All other classifications (single insertion rates): 
| ¥% in., $3.50; 1 to 3 in., 
WORKERS SUBJECT TO 
MUST BE CLEARED BY 
AUTHORIZED CHANNELS, 


$6.50 per inch. 


tepresen- 
Terms 


PRIORITY REFERRALS 
THE USES OR OTHER 


HELP WANTED 


HELP WANTED 


spection. 


sent on requ 


8 South eae 


will be represented in the 
national field by 


DEPARTMEN 


wholesalers of 


to handle 
dence, 


background. 


CHICAGO NEW YORK 
OKLAHOMA CITY 


ATLANTA cure. 


W aukegan, Illinois, News-Sun 


Frank H. Just, Publisher 


for large 


DALLAS 


cation, 


serviceman, 
in confidence. 


OUR CLIENTS NEED MEN 


whose record and experience in advertising, 
sales and management can stand rigid in- 


Positions open from coast to coast. 
Free booklet, ‘‘How to Match Men and Jobs” 


PERSONNEL CONSULTANTS 


‘‘matching men and jobs’’ 


(Solid firms seeking sound men only are 
solicited) 


Successful Chicago manufacturer of 
specialites nationally distributed by 


trical products requires energetic 
young man with knowledge of va- 
rious methods of advertising proce- 
dure. His work would include giv- 
ing assistance to Sales Manager and 
department 
Experience in rubber and 
plastits desirable, but not essential. 
Permanent position. 


Box 4956, ADVERTISING AGE 


Burke, Kuipers & Mahoney, Inc. ee es 


SALES PROMOTION MAN 
automobile manufacturer. 
Should have ideas, sales personality, 
be able to write well. College edu- 
Position with oaees war fu- 
Ages 20 to 30. 
business background not necessary. 
Box 4958, ADVERTISING AGE 
100 E. ‘Ohio St., Chicago 11, Ill. 


SPAC E SALESMEN WANTED 
Trade Papers—Magazines 
Chicago-New York Territories 
GEORGE WILLIAMS—Personnel 
209 8S, State St. cae Har. ‘ 2063, Cc hicago 


Avenue ANDover 3129 


ADVERTISING AND SALES 


NT OPPORTUNITY 


automotive and elec- 


correspon- 


Give complete 


Automotive or 


WANTED—MANAGER for business 
paper. Office assignment with possibly 
some travel later. 
rience and agricultural background 
preferred, Draft exempt or returned | 
Give full particulars 


Executive expe- 


Box 4959, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


raat 
SRRLNRT 


“Worcester, England calling WTAG 
Worcester, Mass.” “London calling 
WTAG listeners.” These are established 
features received direct on WTAG’s 
own short wave equipment. They fre- 
quently include many noted person- 
alities such as Mr. Churchill and Sir 
Anthony Eden, and other outstanding 
wartime events. 


PAUL H. 


RAYMER CO. National 


Here at home WTAG’s Mobile Trans- 
mitter Unit covers news and makes 
news. A creative force of Producers, 
Musical Directors, Home Economists, 
Staff Writers, News Editors, and a 
Publicity Department function the clock 
around. There’s every evidence that 
this is a Big Station inside of a Big 
Market. 


Sales Representatives 


WAV 


WIAG Jy 


WORCESTER 


OWNED AND OPERATED BY THE WOSCESTER TELEGRAM- he 


; : a hed 
= _ . 8 iz * 


Be 


= ~ 


{pci 


580 KC 
5000 Watts 


OFFICE MANAGER, Publication ex- 
perience preferred. Able buy print- 
ing, handle personnel relations, 
Supervise accounting. Give educa- 
tion, experience, age, religion, sal- 
ary, date available. 

Box 4961, ADVERTISING AGE 

100 B. Ohio St., Chicago 11, Ill. 

I NEED A WORKING ART 

DIRECTOR 

It’s a swell job with a swell future. 
We do everything here—display 
posters (silk screen)—ads—circu- 
lars—catalogs—in letter press and 
offset ...Can you fit in? Tell me 
how. 


Edwin Freed 
1233 6th Ave. 
N. Z.. 29, N. es 
ADV ERTISING, PUBLISHING 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
310 S. MICHIGAN, CHICAGO 
20 YRS. ADV. EXPE sRIENCE 
PRIVATE ‘SEC RETARY-OFFICE 
MANAGER 
Wanted by one of leading advertis- 
ing agencies (middle west), woman 
of respect-commanding personality. 
Experience preferred but not essen- 
tial. Salary in line with qualifica- 
tions. An unusual opportunity. 
Members of organization know 
about this advertisement. Address 
in confidence: 
Box 4960, ADVERTISING AGE 
100 E. Ohio St., C hicago 11 11, Til. 
ASSISTANT ADVE RTISING 
MANAGER 
manufacturer of 
refrigeration 


heating, 
equip- 


Large 
cooling and 


ment, located in Ohio industrial city, | 


offers splendid opportunity for ex- 
perienced advertising and sales pro- 
motion man. Postwar marketing 
plans call for aggressive use of all 
major media and development of a 
factory-trained dealer organization. 
The firm, a» division of one of the 
world’s largest corporations, is a 
pioneer in its field. Competent as- 
sociates, pleasant working condi- 
tions and good salary make position 
an attractive post. Applicant should 
furnish full information on educa- 
tion, past affiliations, salary desired 
and physical description accom- 
panied by photogrs aph. 

Box 4962, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


We have an opening in our organi- 
zation for a competent copywriter 
with experience in drugs and cos- 
metics. In replying please give 
complete outline of your experience, 
Box 4969, ADVERTISING AGE 
100 BE. Ohio St., Chicago 11, Il. 


Advertising Age, July 


HELP WANTE dD 
~ MAU DE LENNO 
SPECIALISTS 
Advertising & Sales Pe; 
630 Fifth Avenue New \ 
- POSITIONS WANTE) 


We know a man who woul! 
fine Advertising Manager { 


eC 


el 


| gressive organization, He's 


|ried, with a thorough ba 


in general advertising wor 
on both sides of the agen, 


tiser fence. This man . 
campaigns, write copy an t 4 Ne’ 
job done. He wants to w 


a congenial crowd in a nt ~ 
postwar possibilities. Sal; ry pecul 
minimum. as 


Box 4957, ADVERTISING R 1.97 
330 W. 42nd St., New York = wee 
ADVERTISING MANAGER i ine 


39, married, draft-exempt. rose 


adv. Now employed—seekij) alf rev! 
postwar opportunity in Chg 067 
Box 4968, ADVERTISING (ar ha 
100 E. Ohio St., Chicago 11, ||), BBV” 
SPACE SALESMAN, Outs: nqig@p5,9 
production reeord. 15 yea Me Ma 
present concern, Still yo _— annua 


aggressive, good appearan eXce 
lent references. Interested bus 
ness or consumer publicati: ' 

Box 4964, ADVERTISING AGRr 


signe 
f th 


nit 

100 E. Ohio St., Chicago | ll. ae 
PUBLISHER’S REP. in Che is j : eK 
terested in rep. trade or ¢ publ O rep. 
30x 4920, ADVE RTISING \Gk pgrese! ‘ 

100 E. Ohio St., Chicago 11, 1) ploy’ 
COPY AND STUFF 13,54 
Girdles to gunny sacks, Bralime : 8—a 
broccoli, Hester St. to Vine g¢ Pa 
Minsky to Nijinski. Copy on any@l00 ir 
thing, copy that tells and sells; eoping, ge 
that stops and stares. Plebian enst S. 
beer, lush as Lady Mendl.  Verejil M : 
with that Fishback flavor. 7 — 
rest you pay for. Frankly 4} @gthat G 
have for sale is a practical creatiyd@iliadverti 
sales mind influenced by a variety of he 
experiences and interests. %4, hon pn t ic 
orably discharged, good rouchs. real fij 
Box 4963, ADVERTISING AGE Hea 
100 E. Ohio St., Chicago 11, 1) lunche 
Editor and Copywriter. : t 

Experienced both dealer and ep pime 
ployee house organs. Chicago only fills v 
Box 4950, ADVERTISING AGE ings OF 
100 E. Ohio St., Chicago 11, 1) rs thi 

DIRECT MAIL ADVERT ISING 
HOUSE ORGANS prepared at mi All ! 
mum cost. Job or retainer fe baal 

Chicago area only. Phone Super The 
Williams, Superior 7304. naking 
BUSINESS OPPORTUNITIES he arr 


‘rease 
researc 
one of Colombia’s largest advertisfiaid, i: 
raking 


PUBLICIDADES UNIDAS, LTDA, 


ing agencies, would like to conta 


he wa 
American advertising firms whid In a 
F pany f 
desire representatives in Coloml any I 
nimal 
References will be furnished upaified w! 
ious u 

request. 
mpape! 


PUBLICIDADES UNIDAS, LTp\. pes ind 


Refe 

Airmail ct - di 

Box 4163, Bogota, Colombia postwa 
parton 

South America handle: 

- we : a ——— ional ¢ 


Cook Joins Perfex 


H. Dale Cook, formerly with the 
Chicago office of General Controls 
Company, Glendale, Cal., has 
joined the controls division of 
Perfex Corporation, Milwaukee, as 
a sales engineer. 


Miles Named Dept. Mar. 


Gilbert D. Miles has been ap- 
pointed manager of the new prod- 
ucts department of Colgate-Palm- 
olive-Peet Company, Jersey City. 
Mr. Miles has been connected with 
the company since 1937. 


practi 
blannir 
ields.”’ 
The 


Koppers Ups Wickershat 


R. C. Wickersham, manager 
the white tar division, Koppiihrougt 
Company, Kearny, N. J., has beibaners 
promoted to assistant generifng jn 
manager of the tar and chemi@ioo, c+ 
division, Pittsburgh. ing Pr 


Greenfield Transferred Myer 


Albert Greenfield, brand adve@i pop 
tising manager of Cresta Blan@irect) 
Wine Company, has transfert@y y 
from New York to the compat! @ameq 
executive advertising offices ! 


ollyw 


Los Angeles. haffee 


five, hi; 
nd N 
nd H 

ined 


PHOTO-ENGRAVERS 
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rank 
Fran} 
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aq 
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COLLINS 
MILLER & 
HUTCHINGS 


207 N. MICHICAN AVE. 
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Yecord Sales Net 
eneral Mills 2c 
yn Sales Dollar 


York, July 27.—With sales 
ord mark for the fifth con- 
e year, General Mills, Inc., 
yorted net income of only 
nts per sales dollar for the 
vear ended May 31. Sales 
nearly $44,000,000 from the 
is fiscal year, to $281,197,- 
ut consolidated net income 
’ +5 less than $200,000, to $5,- 


r expenditures listed in the 
report to stockholders, 
by James F. Bell, chairman 
board, and Harry A. Bullis, 
GE nt, listed $233,787,678 as 
 * ied for goods and services, 
sj ‘eplace worn-out tools and for 
es; $28,393,900 paid to em- 
and for employe benefits; 
13.548,022 for taxes, and $29,112,- 
ims t@@08—an increase of nearly $4,000,- 
‘ne SUiin90 from previous year—for sell- 
<. on ing, general and administrative ex- 
enses. 
‘ers’ Mr. Bell told ApverTISING AGE 
that General Mills had increased 
.dvertising expenditures “slightly” 
in the last year, but would not re- 
veal figures. 
He analyzed the report at a press 
luncheon here today. Due to war- 
tine travel restrictions, General 
fills will not hold regional meet- 
ings on the report with stockhold- 
rs this year. 


All Manufacturers Expanding 
The company’s 


he armed services, with recent in- 
‘rease from 180 to 600 mechanical 
research men in its employ, he 


making electric appliances after | 
he war. 

In addition to foods, the com- 
bany has expanded production of | 
nimal foods; has introduced modi- | 
ied wheat starch products for va- 
ious uses, including the making of 
baper containers, and is expand- 
LTrps.eg industrial uses of vegetable oil. 
mct - diversification 
postwar, 
Marton, Durstine & Osborn, which 
handles this company’s _institu- 
ional advertising, pointed out that 
practically all of our clients are 
blanning to go into each other’s 
lelds.”’ 

The 


mbia 


rsham 


hager s report will 


oy rough BBDO in business news- | 
ee papers in New York and Chicago 
aad nd in double-page spread, car- 
ne W 


oon style, in The Saturday Eve- 
ing Post in September. 


Ayer Shifts Four 


Herbert C. Sanford, 
iIrector of the radio department 
{f N. W. Ayer & Son, has been 
- amed manager of the agency’s 
tices WMollywood office. Edward M. 

yhaffee, Philadelphia representa- 
_— Wve, has been moved to Detroit, 

nd Nathaniel Cooper Doughty 

nd Howard Anthony McCall have 
ined the media om Capertment. 


tank Nye N Named V.P. 
Frank W. Nye has 
Pointed vice-president in charge 
f advertising of Practical Home 
conomies and Trained Nurse and 
10spital Review, New York. Mr. 
ye is at one time vice-pres- 
| Sent and advertising director of 


red 
d adver 


; Circle, and later advertis- 
6c rector of Simplicity’s Prevue 
pnd \ odern Miss. 


OST VAR CONSTRUCTION ot 


PA ‘TMENTS 


00 “ILLION | Annually— 
Se | Architectural Men 
vho control 97%: 


R GREATER COVERAGE, USE 


he /gaxzine of Architecture 


we nex , 


Gas Group Adds 
$50,000 to 1944 


Promotion Budget 


New York, July 26.— With an 
over-all budget of $450,000, an in- 
crease of about $50,000, American 
Gas Association is expanding both 
magazine and business paper cam- 
paigns for the fiscal year begun 
July 1. 

The industrial budget, through 
Ketchum, MacLeod & Grove, Pitts- 


burgh, has been boosted from $40,- 
000 to $72,000. Sixteen publica- 
tions in the metals, ceramics and 
glass, food, chemical, cooking and 
baking fields are scheduled, in 
addition to two general industrial 
and one general business paper. 
Supplementing the slogan, “The 
magic flame that will brighten 
your future,” the national cam- 
paign, through McCann-Erickson, 
New York, will stress “This is the 
house that gas runs.”  Light- 
veined copy and humorous illus- 
trations of domestic situations will 
be presented against blue back- 


grounds. 

Eleven consumer magazines in 
the general, home and women’s 
fields are being used, with inser- 
tions in building and architectural 
papers tied up with this schedule. 

Emphasizing the need for ex- 


panded gas promotion, the associa- | 


tion has pointed out that “in 1943 
the total amount spent for adver- 
tising competitive electric appli- 
ances in national magazines was 
15 times the money spent by the 
gas industry,” and that all gas ad- 
vertising in the country last year 
amounted to only $6,380,000, as 


45 


| against $32,000,000 for electric ad- 


vertising. 

H. Carl Wolf, president of At- 
lanta Gas Light Company, is com- 
mittee chairman on national ad- 
vertising for the association. 


ART DIRECTOR WANTED 


Esquire Magazine, wants Art Director 
to run department, preparing all 
motion material for circulation. Write 
Mr. Rayner, Esquire Inc., 919 North 
Michigan, Chicago II, for _appoint- 
ment, giving record of experience. 


experience in| 
naking precision equipment for | 


aid, is a factor in its plans for | 


Referring to General Mills’ prod- | 
program for | 
Bruce Barton of Batton, | 


be promoted | 


television | 


been ap- | 


| a 


| 


war effort. 


Monthly fat col- 
lection totaled 
3,770,423 Ibs. in 
August, 1942... 


FAT SALVAGE 


Sold to the nation 
through its newspapers 


Thu aucagle atom natok ae yo four qe accuen toncaue act 
out oulew adaus cveatuees ° fh 


dala, cucu, fa 


ered after Pearl Harbor, glycerine producers 
were aware that our domestic supply of fats and oils 
would soon be inadequate for an overwhelming wartime 
demand. Millions of pounds of waste fat, badly needed 
for explosives, sulfa drugs, vaccines, and other medi- 
cines, found its way down kitchen sinks and into 
garbage cans. Something had to be done or America 
would face an acute shortage of a product vital to our 


And something was done. The glycerine and associ- 
ated industries reasoned that housewives must be 
educated to save all waste fats through a continuing 
fat salvage program. Here was a gigantic merchandising 
job in reverse—and newspaper advertising was 
charged with the responsibility of selling the idea 
and making it stick. 


Rose sharply to 
6,373,588 Ibs. 

in December, 7 
P42 oe 


How well newspapers fulfilled that responsibility is 
best demonstrated by the number of pounds of waste 
fat collected. Since August, 1942 collections soared 
from 3%4 million pounds per month to an estimated 
17% million pounds in January, 1944—total collec- 
tions through January, 1944 were well over 175 million 


pounds. 


Today, the Fat Salvage drive stands as a monument 
to those responsible for its careful planning 
American people for their ability to act in an emergency 
—to the power of newspaper advertising in informing 
the public and stimulating them to action. 

Alert advertisers who want to keep people informed 
of their products, services, or wartime activities should 
rely on newspapers to attain their goal. 


Hit 10,808,256 
Ibs. in June, 
1943... 


Reached a record breaking 
estimate of 17,330,000 Ibs. 
in Janvary, 1944, 


to the 


SCRIPPS-HOWARD NEWSPAPERS 


NEW YORK . . 
CLEVELAND . 
PITTSBURGH. . 2... 


- World-Telegram 


coLuMmMBUS ...... Citizen 
« Press CINCINNATI. . 2.22 Post 
« Prem 4 WENMTUGCRVY . 2 cece ss Post 


DENVER. . . . Rocky Mt. News 
BIRMINGHAM ...... Post 
MEMPHIS . . Commercial Appeal 


EVANSVILLE. . . « « « « Press 
HOUSTON. . « 6 6 «© « « Press 
FORT WORTH . . 4. « « Press 


Pencil Points 


SAN FRANCISCO ... . News 
INDIANAPOLIS. ..... Times 


Covington edition, Cincinnati Post 


KNOXVILLE . ... News-Sentinel 


NATIONAL ADVERTISING DEPARTMENT - 230 PARK AVENUE~ NEW YORK 


MEMPHIS . . . . Press-Scimitaer ALBUQUERQUE .. . . Tribune 
WASHINGTON. .-... News EL PASO .... . Herald-Post 
CHICAGO SAN FRANCISCO DETROIT =MEMPHIS PHILADELPHIA 
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Advertising Age, July I 
nearly 2,000 local | the store itself; organizing, com- . * Wrote a Projected Ne€wspa) 

ED committees. Pensating and training Personne]; NIIC A ointin eal 
The handbooks are part of Controlling costs and keeping rec- F 

ED’s nationwide Program ords 

Postwar Guides Stimulate as many as possible of 


baign Perhaps a doz 
The handbooks 


Only thro ug 
tee ri 


Cay 
€n tim, 


Kenyon & Eckhardt. 
Issued by CED 


2 UL 

erby, ‘dir, ry 

national media at NIIC. l | 

_ in charge of the Campaign 
Plans Fall Series rears 
New York, July 26.— As s€quels 
to a “Handbook for Manufactur 
ers,” issued 


‘Puck’ Promotes Com 
York. Sty Win tite, With Plastic Figurin-. 
Industria] Info i i 


_ 


nS with sources; Traub Ele ed V.P. 
adopting methods for ; i 


Sam D. Traub h 


- vice-president and 
m 


e 
respectively 20,000 and 200,000 for 
individual] Ww 


» Inc, announced 


tion from the NIIC 
Which jt 


has worked for the’ last Plishing its Pu 
year. Kudn i 


ge 
Y believeq that “VIN 
they “should Concentrate more on} @ngle of the : , ‘Ttisery 
regular clients.” nd the figurines make attractiyy 
The Kudner agency worked With | desk decorations, 
NIIC on a small fee basis which, 
Onna iniaes 


anufactured by Multi-Prog 
hey Would will. Company, Chicago, the fo 
ingly ave waived b 


; Ptain, Rosia Is 
; €, Blondie and Dagwoog; 

A -< | Tillie the iler, Little King) 
aeret a Little Annie Rooney, Prince Vaj 
ye, Olive Oj] and Wimpy 


. S. Ellis, who | Reid Account to DCé&s 


Effective Aug, 25 
cr 


Nally, 
Oo meet the 


ioneer diy 
rl a sion of the Borden Company \, ve 
. varied opinions of | be handled by Doherty, Clifforg rR 
the interests Involved, the Kud- | henfield, New York. he accoun} 5 ‘ 
and rewrote a] was formerly with Pedlar, Ryay vere |} 
let on free enterprise, Issued | & Lusk. orton and Borden’s ICME the 
at the time of the NA conven- | cream brands remain with Youn he M 
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fail A 
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in annual earnings rains 1,045,717 radio age -— 

one ng ong tuned to WGY than to 
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““vory Contest to 
Xecul . 
«nfgRemind Public of 


: Mivory Contests! 


»ntinued from Page 1) 
and better sales-producing 


ncs which will roll off the 
| 3G »romotion line after the war. 
p&. believes that the public has 
Tha yilt op a liking for and affinity 
idingm,, contests, and particularly to 
Ors #e,G ontests, and it doesn’t want 
‘igu¥,at o‘finity to atrophy. So the 
Sen aby 0ond contest is designed to 
aCtenf cacti ate contest fans and to re- 
On offing ‘them that P&G always runs 
ntinudl teresting contests with substan- 
‘SIS Oia) prize lists. 
The current contest is open to 
Mot ,yone who would like to tell, in 
CK, this words or less, why every war- 
“CCOMM: me baby should own war bonds, 
i Stim@iith 500 $50 face value E bonds 
‘acter, be given to the babies born | 
ng thal tter Dec. 7, 1941, who are desig- | 
cation sted as beneficiaries by the win- | 
Sevity' Hing entrants. The contest closes 
ertisers ept. 9. 
‘ractivall tn addition to commercials for 
he contest on “Right to Happi- 
\-Prodfif.osc” on NBC and “Life Can Be 
© fourfpeautiful” on CBS, full color pages 
2S andi, Ladies’ Home Journal, McCall’s, 
Barneyiir.e Story, Modern Magazines, 
er, thélirawcett Women’s Group and 
— Voman’s Home Companion are 
’ Si 


lso being used. Some newspaper 
pace, store display material and 
eaflets containing entry forms, for 
jistribution by dealers, are aiding 
he promotional push, 

Compton Advertising, 


Ag wood) 
e King! 
ce Val 
Wimpy 


7S York, is the agency in charge. 

eid ic 

er divigROBERT G. MARSHALL | 
ny will Evanston, Ill., July 25.—Services 
ifford Gor Robert G. Marshall, 62, who 
accouniied at his home here last week, 
', Ryamiivere held July 21. He was owner 
en's lef the Marshall Letter Service in 
| Young@he Merchandise Mart, and was 


bast president of the International 
fail Advertising Service Associa- 
ion. He had been in the letter 
usiness for 30 years. He is sur- 
ived by his widow, Claire, and a 
aughter, Shirley. 


DRME FETTERLY 
m Chicago, July 26.—Funeral serv- 
mes for Orme Fetterly, 67, who 
mied at the Columbia _ hospital, 
miilws ikee, July 24, were held 
mere today. Since 1925, Mr. Fet- 
rly was western manager of 
Business Publishers International 
orporation, affiliated with Mc- 
praw - Hill Publishing Company 
nd the Chilton Company. 


ssociated with R. G. Dun & Co. 


ARK N. SMITH 


Kansas City, Mo., 
lark N. Smith, 64, director 
herchandising and research for 
lation KMBC, died suddenly at 
shome here July 15. 

One of radio’s pioneers in the 
eld of research, he was widely 
nown for his contribution to- 
ard the development of many of 
le standard research methods and 
rocedures used throughout the 
dustry today. He is survived by 
S widow and a son, Rex, 20, an 
Pprentice seaman in V12 train- 


Ve] 


RANK HALLOCK MEEKS 


xs & Associates, New York 
ot pen Which he established in 
’<9, Cied last week in St. John’s 


LOOK IT UP in 
th MARKET DATA BOOK! 


* 
© NSUMER MARKETS EDITION 


* 
SINESSPUBLICATIONS EDITION 


New | 


Prior | 
) joining Business Publishers In- | 
rnational, he was for many years | 


July 25.—| 
of | 


Yonkers, N. Y., July 25.—Frank | 
Meeks, 52, head of Frank | 


Riverside Hospital here. Mr. 


| Meeks’ first job was in the adver- 


tising department of the Enter- 
prise, Poughkeepsie, N. Y., and for 
13 years he was circulation direc- 
tor of Printers’ Ink. 


RICHARD FAIRBANKS 

Indianapolis, July 27.—Richard 
Fairbanks, president of the In- 
dianapolis News Publishing Com- 
pany and Station WIBC, Indian- 
apolis, died yesterday after an 
illness of eight months. He was 
at one time associated with George 
B. Lockwood as part owner and 
co-publisher of the Muncie Press, 
Muncie, Ind. 

Following his return from 
France after World War I, he be- 
came vice president of the Indian- 
apolis News, serving in that ca- 
pacity until 1940, when he was 
named president and _ publisher. 


When the News took over Station 
W.isC earlier this year, he was 
elected its president. 


Two Papers Pay 
Agency Commissions 
Effective Aug. 1 new rate struc- 
tures will be put into effect by 
Sugar and Diesel Progress, New 
York, under which 15% agency 
commission will be allowed. 
Existing advertising contracts 
will be protected against rate in- 
creases during their life, and 
agency commissions will apply 
only on new contracts. 


Adopts New Size 

Petroleum Transporter, pocket 
size monthly for the petroleum 
transport industry, will adopt a 
7 x 10 size effective with the Sep- 
tember issue. 


Zwietusch to ‘Redbook’ 
William Zwietusch, formerly 
with American Magazine and For- 
tune, has been appointed sales pro- 
motion manager of Redbook. Mr. 
|Zwietusch was previously asso- 
|ciated with Henri, Hurst & Mc- 
‘Donald and Roche, Williams & 
Cunnyngham, Chicago. 


Cleveland Adclub 
Elects Farrar 


William M. Farrar, general man- 
ager of the Cleveland Better Busi- | 
ness Bureau, has been elected | 
president of the Cleveland Adver- | 
tising Club. 

Also elected were: Grant Stone, 
advertising manager of the Cleve- | 
land Press, and Clay L. Reely, | 
vice-president of Fuller & Smith & 
Ross, both vice-presidents; Ches- 


ter W. Ruth, director of advertis- 


| ing, Republic Steel Corporation, 


treasurer; and Horace C. Tre- 
harne, reelected secretary-man- 
ager 


47 
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STANDARD 


STUDIOS INC. 
540 N. MICHIGAN AVE. + CHICAGO 


WHltehall 5355 


— 


| 


lift a piano. 


Why everybodys nice to Joe 


Joe straightens horseshoes by hand. He knocks 
punching bags loose from their moorings. He can 


But he never gets in a fight —everybody’s nice 
to Joe. Maybe everyone figures he’d better be. 


The American Legion is all for Joe’s method of 
living a war-free life—we think America should 
adopt it, keep strong, keep ready from now on. 
We’ve always let ourselves slip, get out of shape 
—till we looked too fat to get going, or too soft 
to last. And so every once in a while someone 
gets a sneaky idea—he thinks he can lick us. 


We ought to see that no one gets ideas like 
that any more. No one. 


But seeing to that will take a lot more than a 
point of view. It will take far-seeing vision and 
intelligent effort. It will take minds that think 


American as well as muscles to win respect for 
that thinking. It will take education. It will take 
enlightenment. And it will take a lot of all of these. 


That is why the American Legion conducts 
citizenship schools for the education of the young, 
promotes greater interest in constitutional gov- 
ernment, opposes subversive elements, inspires 


stout Americanism. 


It is why the Legion maintains some 200 im- 


portant activities—broad national programs for a 


the building of healthy bodies, alert minds, good 
sportsmanship, warm patriotism. For all of these 
must be added to a great army and a great navy 
before we can have the greatest army and the 


greatest navy. 


True, some misguided soul in spite of all may 
take a swing at the champ. But let’s be the kind 
of champ who can make such happenings very 
rare, awfully one-sided—and short. 


The American Legion Magazine is the powerful-speaking voice 
of all those Americans who took up arms before they 
would lay down a principle. It speaks for the millions 
who consider their service to America not ended by the _ 
ending of war but only begun—the keeping of peace. Bt 
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Mactadden Board OK’s 


Plan of Consolidation 


Stockholders of Macfadden Pub- 
lications have been informed that 
the plan of consolidation recently 
approved by a two-thirds majority 
of both outstanding common and 
preferred stock has been approved 
by the company’s board of direc- 
tors, and. is now fuily effective. 

Under the terms of the plan, 
new securities will be issued to 
present stockholders. In addition 
to payment of $3 on the new 6% 
debentures, the Macfadden board 
has declared a dividend of $1.50 
per share on the new participating 
preference stock out of 1943 earn- 
ings, and a further dividend of 
75 cents out of net income for 
1944. 


.. Chicagoe Wab. 8 


Illinois Bell 
Pledges Jobs for 
Employes at War 


Chicago, July 27.—The first 
1,000-line advertisement of the 
Illinois Bell Telephone Company’s 
effort to “put in writing” the com- 
pany’s policy for returning serv- 
icemen who are former employes, 
appeared today in the Journal of 
Commerce. As space is available, 
the five other metropolitan dailies 
will carry the copy, and in addi- 
tion, it will be run in 48 other 
newspapers in territory served by 
the telephone company. 

Inspiration for the advertise- 
|ment, and its sole copy, is a letter 
| sent yesterday to 2,751 Illinois Bell 
|employes on military leave, signed 
|by A. H. Mellinger, president of 
| the company. Official Army, Navy, 
|Coast Guard and Marine Corps 
| photographs back the letterhead, 


over which is a headline, “Our 
| Pledge to Them.” 

Addressing his letter “To all 
regular employes on_ military 


leave,” Mr. Mellinger tells them 


|that there is a job waiting for 
them, at the same basic wage or 
salary they had received; that re- 
|training, if necessary, will be 
available to them, as well as assist- 
ance through medical advice; that 


there are some 60,000 unfilled 
orders for service, and that “it 
won’t be long until telephone 


apparatus is again manufactured 
for the home front, and our em- 
ployes on leave are back home to 
help install and operate it.” 

N. W. Ayer & Son is the Illinois 
Bell agency. 


Patjens to Ellis 

W. S. Patjens, formerly general 
sales manager of New York Sub- 
ways Advertising Company, has 
joined the executive staff of Sher- 
man K. Ellis & Co., New York. 
Mr. Patjens was previously east- 
ern advertising manager of The 
American Weekly. 


Two Name Evans 
Evans Associates, Chicago, has 


for Klemm Automotive Products | 


ing Company, both of Chicago. 


seas. 


And across the 


, 4 | 
2 Out of the Blue, To You, K-C-M-O, 
1480 on your dial, your BLUE Net- 
1 work station. 
eae —_— SO ee 


Tomorrow's history is being written 
by fighting men around the world 
today... 


To keep up with marching history, 
keep your radio dial set at 1480, 
that's KCMO, Kansas City’s dominant 
news station. 17 newscasts daily. 


Listen to—’‘Raymond Gram Swing 
Reviews History on the March”... 
and other oce newscasters. For 
Kansos City, the best in radio— 
entertainment and news— 


) 


EN 


Broadcasts," 


®@ Featuring: 


Jimmy Fidler 


Drew Pearson 


Uncle Ezra 
| Duffy's Tavern 
| Fun Valley 


Gangbusters 
Counterspy 
Melody 


? & > 43 a oa e 4 


Walter Winchell 


Baukhage Talking 
Raymond Gram Swing 
KCMO News Bureau 


Radio Hall of Fame 


G00) 


wood 


During a 1944-45 campaign of "Screen 


a total of 3,000,000 movie- 


fans in Kansas City will see and hear why 
it pays to listen to KCMO. 


This campaign attracts listeners by visual- 
audible methods. 
produced motion picture ''shorts'’ drama- 


tize top-flight KCMO-BLUE program at- 


tractions. Exclusive screening contracts 


Thirteen especially 


/ cover the leading theaters in Kansas City's 


key buying neighborhoods. 


Breakfast at Sardi's 
Breakfast Club 
My True Story 
Sweet River 
The Lone Ranger 
Jack Armstrong 
Dick Tracy 
Victory Parade 

of Spotlight Bands 
Guy Lombardo 
Horace Heidt 
Paul Whiteman 
Ballroom with James Coy 


Kansas City’s Only Basic BLUE Network Station 


Call Any Joseph Hershey McGillvra Office 


Company and Central Compound- | 


Develop Formulas 
fo Measure Media 


War Contribution 


Ad Council Group 
Decides How to 
Apportion Credit 


Washington, July 27.—Govern- 
ment officials generally welcomed 
proposals submitted to the War 
Advertising Council this week by 
officials of four major media seek- 
ing a yardstick for measuring ad- 
vertising contributions to the war 
effort “that would stand up under 
any scrutiny at any time in the 
future.” 

Fearful lest promotional activi- 


_ aS | ties of individual media will result 
been named to handle advertising | 


in distortions that would cast 
doubt on advertising’s war record, 
they are favorably impressed with 


'the formulas that have been sub- 


mitted for the measurement of 
newspapers, magazines, radio and 
outdoor. 

Under the proposals, radio 
would be expected to claim only 


|a portion for network programs 


where only part of the commer- 
cial period was devoted to war in- 
formation, and_ similarly other 
media would get only partial 
credit for less prominent treat- 
ment of war themes. Other local 
radio “editorial treatment” would 
be discounted, but 
would benefit from a liberalization 
of Treasury’s war bond measure- 
ments. 


Committee Draws Report 


The report was drawn by the 
council’s “Media 
the Measurement of War 
Advertising,” headed by Kerwin 
Fulton, Outdoor Advertising Inc., 
and including Frank Braucher, 
Periodical Publishers Association; 
J. H. Ryan, NAB; William A. 
Thomson, ANPA Bureau of Ad- 
vertising, and Irwin Robinson, for 
the War Advertising Council. 


In general, it recommends that} 


| claims 


Advertising Age, July 3 


campaigns, the Advertising 
ing Bureau, which has |} 
tained by ANPA, will c 
newspaper contributions 

war effort, using a cross 
of one-seventh of daily an 
day papers in six ABC ma 
areas. Space is measured, ; 
rates applied, and projec: 
the entire country. 

ANPA will accept Treasu 
War Food Administration 
on war bond and food cam 
also based on Advertising | 


ing Bureau reports, but hae 
asked Treasury to extend its 5 yp; 
to include ads of less tha) 1 
lines, “for a more accurat: pic. 


ture.” 

For outdoor, the Outdoor . 
tising Association is to b its 
estimate either on- compa: 
ports or by developing a s 
market sample and projecting j 
nationally. 

The industry may claim fy) 
credit for displays where the 
sponsor takes only an identifica. 
tion, or the war theme dominates 
Where the poster is devoted “t 


a lesser degree,” the industry may 
claim ‘‘a reasonable portion of the 
cost of the poster,” while a corner 
sheet is rated at 10%. 

Most elaborate formula was de- 


voted to radio, an industry whose 
-have caused considerable 
discontent, particularly among 
newspaper publishers. The figures 
are to be furnished by NAB, on 
the basis of special reports from 
individual stations and networks, 
together with reports of OWI allo- 
cations. 

In proposing the radio formula, 
the report said, “The committee 


newspapers | 


analyzed in detail the nature of 
radio sustaining time to determine 


' where similarities existed between 


Committee on| 
Theme | 


such time contributed by stations 
and the editorial content of news- 
papers and magazines. 


Discount Sustainers 


“It was agreed that radio sus 
taining time devoted to messages 
that deal with the specific home 
front campaign, requested by OW] 
or some other agency and 
nished to the station in the for 


of either scripts or transcription 
|qualify as war advertising contri 


the council issue quarterly reports | 


on advertiser cooperation, based 


on the estimates of the four media. | 


The council is to issue over-all 


figures in terms of home front in- 


formation campaigns. 
“Under no circumstances should 
the council release media break- 


|downs of such campaigns,” the re- 


|ing advertiser support, 


port said. Media will remain free, 
however, to publicize their own 
war theme figures, and in caculat- 
may add 
media’s own contributions. 
“Significantly,” the report sug- 
gests that “in all compilations fur- 


|nished by media, value of editorial 


contributions in the support of 
war themes should be specifically 


| eliminated.” 


Object of the report is to work | 
'out a formula 


which “should be 
realistic, should take full cogni- 
zance of the peculiarities of differ- 
ent media, and should insure war 
advertising data that will stand up 
under scrutiny at any time in the 
future,” the committee explained. 
Varied Formulas Set 


Members of the group, repre- 
senting highly competitive organi- 
zations, asserted that the report 
was “a test both of open-minded- 
ness and cooperative spirit’ which 
shows the “deep-rooted  signifi- 
cance of the War 
Council as an arm of business de- 
voted to public service.” 

For the magazine industry, the 
group generally approved _ the 
work of the Magazine Advertising 
Bureau, which checks tear sheets 
from 60 to 75% of the magazines 
through Publishers’ Information 
Bureau. 


In measuring magazine contri- 
butions, war ads qualifying as 
“double barreled or better,” in 
MAB reports are to be credited | 


with the full value of the adver- 
tising unit—page, half, single col- 
umn. Less prominent treatment, 
such the sneak punch, count 
10% of cost, with no plug less than 
seven lines considered. War bond 
contributions will be figured sepa- 
rately and submitted by the 
Treasury. 

Except for war bonds and food 


as 


Advertising | 


butions of the industry. 

“On the other hand, newscast 
home service programs, dramat! 
programs with a_ general wal 
background and similar feature 
would not qualify as an advertis 
ing contribution.” 

The report suggested that an- 
nouncements and programs origi 
nated locally should be creditet 
at average gross rates and tha 
network and national spot shoull 
be based on the over-all cost @ 
the program including time ant 


|talent with the cost apportione 


between the war theme and con: 
mercial periods. For example 
when one of the three minutes 
commercial time permitted 
half-hour night program 
voted to the war effort one- 
|of the cost of the program may & 
leredited. War theme pr 
are to be credited at full | 
| contributions. 


‘Libbey Promotes 3, 


‘Opens New Offices 


| Donald A. Marquis, form: |) 
ithe Owens-Illinois glass co: aint 
|division on the West Coa:’, ! 
| been placed in charge of al coa% 
\sales of the Libbey glass d «1s! 
with headquarters in San Frail 
cisco. J. K. Miller, former 
resenting Libbey in the We .-hint 
ton, D. C., area, has taken © até 


of Libbey’s newly-opened 1a" 
delphia office, and J. M. Cul 
lough, formerly in the Si Pat 
office, is manager of the n At 


lanta branch. 

C. J. Zihlman, formerly ; 
manager, has been transfe: ¢a 
New York. He will be suc °e* 
by J. T. Guitteau, form 
Pittsburgh. Libbey also } 
open a new branch office 
Francisco in September. 


‘Sports-Week’ Resum 

Sports-Week, weekly dig 
view and forecast of all 
which discontinued public 
few years ago, will shortly | i 
available again to all brane °° 
the armed forces w:thout t 
addition to a limited publ 
Offices are at 103 Park Avé 
York 17. 
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advertising Age, July 31, 1944 


“FCC Query on Sale 
WPrice of Stations 
Poces Problems 


yntinued from Page 1) 


CK-Hecc policies most. strongly criti- 
asM cod »y broadcasters are intended 
‘a > ke > radio from being big busi- 

J : a 
pic-P rh. Commission letter said the 
‘C prepared to reject any 


&l-@. .oncsicr which involves a consid- 
‘(Se ation for the frequency, but that 
10 | vw is not clear on the Com- 
‘ted ission’s rights when the amount 
© WM eonsideration is “over and be- 
yond any amount which can rea- 


full be allocated to physical 


sonat y 


__, the value plus going-concern and 
ca. j : ” 
goo vill. 

ates #’ “Our concern in this regard is 

WMneightened by the tremendously 


May High prices which radio stations 
of the are commanding in the present 
cornerfote of the market” the Commis- 
sion said. “This is illustrated by 
the fact that one local station was 
sold for a half-million dollars and 
some regional stations are selling 
‘or a million or more.” 

At the same time the Commis- 
ion released a list of 23 sales 
made since Jan. 1, including such 
transactions as the sale of WINX, 
Vashington, to Eugene Meyer for 
500,000 and WQXR, New York, 


rmula, fi.) the New York Times for $987,- 
mittee 00. 


‘ure of 
ermine 
etween 
stations 
 news- 


Jas de- 
Whose 
lerable 
among 
figures 
AB, on 
s from 
tworks, 
'T allo- 


Durr Issues Statement 


Following release of the com- 
nission’s letter, Commissioner 
‘lifford J. Durr, who first brought 
he matter out in the open by re- 
using to concur to the WQXR, 
VINX and WJLD transfers July 
8 (AA, July 24), issued a memor- 
bndum outlining the questions in- 
‘olved in the boom market. 
While it is not the function of 
he Commission to protect either 
e form@uyers or sellers, Commissioner 
ription Purr said, it is the responsibility 
contr- $f the Commission to see that li- 
ensees observe the Communica- 
fons Act, and that licenses are 
either granted nor transferred 
ntil aa public interest will be| 
rved. | 
The three cases last week, and | 
ihe case of WHOM, Jersey City, 
day, should have been set for | 
bublic hearing, Commissioner Durr 
redite laintained so the Commission 
id the @@ould secure full information on 
shoullf@he transactions. 
cost © He pointed out that the pur- 
ne anig@Phaser of WINX was paying ten 
rtionet mimes the net worth of the station 
d com-§@nd 24 times its net profit before 
kKample AXES; of WQXR 414 times the net 
utes OMWvorth and nearly 31 times the net 
for ¢@Profit before taxes, and WJLD 
de-Beven times net worth, and more 
1e-tni@Mnan 21 times net profit before 
may beMaxes 
‘ograns#™ “In each of the three transfers 
st &@inder consideration, the price be- 
ng paid appears, on its face, to be 
reatly in excess of any demon- 
trated value of the properties and 
being sold,” Commis- 
oner Durr said. 
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\sks More Information 


what is this excess being 
Are there elements of value 
transferers’ properties and 
Ss which are not apparent 
e information contained in 
leir \pplieations, or are they sell- 
areMmg something they do not own 
e no right to own, namely, 
of a radio channel? 

eover the new licensees are 
on financial loads many 
eater than those of the old 


| 


Sa ‘e can't get larger space in 
hich to tell a most important 
ory—"’Meet Your Contrac- 
sr-Builder Customer."** 

Send for a copy of this 

ooklet, just off the press, or 

sk your advertising agency 
bout it. 


These ere the men that are going to 
° ee building that all the talking 
' adout, 
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CED BOOSTER—The Evansville Co- 
operative League gives a plug for the 
Indiana city's Postwar Planning Coun- 


cil and the Committee for Economic 

Development in this newspaper copy 

in which a war worker cheers for post- 

war planning toward jobs when war 
work ends. 


licensees. All these stations are 
commercial stations, and it is rea- 
sonable to assume that the pur- 
chaser of a. commercial station 
buys with the expectations of 
earning at least a reasonable re- 
turn on his investment,’ Com- 
missioner Durr observed. 

Do these transferees regard 
their purchases as business ven- 
tures, he asked, or do they intend 
to operate without regard to profit? 
If the former, how do they expect 
to be self-sustaining? Is it antici- 
pated that profits will be increased 
through more economic and effi- | 
cient operations, or by increasing | 
the price of time sold, and will a 
reasonable amount of time remain | 
for public service programs? 

“The present inflationary trend | 
will tend not only to increase still | 


further the already tremendous | 


Brand Foundation 
Comic Strip Plugs 
Advertised Names 


(Continued from Page 1) 


ploy mass-production methods for 
guns. 

In this newspaper on July 30, 
“Billy Brand” will do a similar job 
for Thomas Edison, and the next 
Sunday for George Eastman. 
|Others in the series will include 
| Walter P. Chrysler, Henry Ford, 
Harvey Firestone, Seth Thomas, 
John B. Stetson, and Cyrus Mc- 
Cormick. 

They were all famous Ameri- 
cans—and they are all brand 
names. This series, to be offered 
{to other newspapers, is one of the 
lactivities of Brand Names Re- 
|search Foundation, New York, or- 
ganized last February with George 
L. Russell Jr., president of John B. 
Stetson Company, as chairman, 


and A. O. Buckingham, vice-presi- 


dent of Cluett, Peabody & Co., as| 


vice-chairman. 

The foundation, 
present of national advertisers of 
apparel, has undertaken a research 
and public relations campaign for 
“brand name _ merchandising, 
through which manufacturers pro- 
duce with pride, labor profits, and 
purchasers buy with confidence.” 
The immediate cause of the foun- 
dation’s launching was the threat 
of OPA last winter to standardize 
certain apparel lines. 

In May the foundation began to 
issue a monthly clipsheet, “Of 
Time and Names,” for editors of 
newspapers and business papers. 
Several hundred daily and weekly 
newspapers and about 75 business 
papers signed a return card saying 
that they would like to continue 
receiving the sheet, which soon 
will be issued twice a month. 

Reproduced in it are news 
stories and quotes on the impor- 
tance of brand names in the na- 
tion’s economy and welfare. Mats 
of cartoons on the origin and use 
of brands are offered. Editors are 
told that ‘‘no commercial material 
is to be found in these stories. 


composed _ at! 
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They deal entirely with our Amer- 
ican way of life. . . This clipsheet 
|carries no organizational or com- 
mercial credit lines. Use of mate- 
|rials without credit is preferred.” 
| The Courant agreed to take the 
|*Billy Brand” series because it 
'tied up with an educational pro- 
|gram the newspaper has_ been 
|running among Hartford children. 
| Another new foundation job is a 
|case-history pamphlet  seriés*’on 
| the pioneering work of certain ad- 
|vertised brands in reducing prices 
'or increasing values—or both. The 
\first four pamphlets will be on 
| General Electric refrigerators, 
|Kleenex, Oshkosh overalls and 
Sunkist oranges. All the pam- 
|phlets will be put together in a 
| handbook, as part of a forthcom- 
ling educational project among 
schools and women’s clubs, 

A few weeks ago, Abbott Kim- 
| ball of Abbott Kimball Company, 
|New York agency, isssued a book- 
|let, “Get on the Brand Wagon!” 
| With Mr. Kimball’s permission, 
the foundation has cut out eight 
|pages of agency promotional ma- 


|terial and has reproduced the 
booklet with credit, under the 
same title. 
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LOS ANGELES | 
9 AIR MILES 


pressure on sustaining programs | a! 


but also to push radio broadcast- | 
ing more and more beyond the 


reach of any but the well-to-do,” | ©% 


he concluded. 


Curtis Publishing 
Color Rates Up 

Rates for less-than-page units in 
color have been raised by the 


Curtis Publishing Company to off- 
set increased costs of color print- 


| ing. 


Effective in January, 1945, the 
rate for a half page in four colors 
in The Saturday Evening Post will 
be increased from $6,250 to $6,700. 
A half page in black and one color 
will jump $150 to $5,150. 

Ladies’ Home Journal rates for 
half pages in four colors will be 
raised from $6,400 to $6,900 and 
half pages in black and one color 
will be increased from $5,250 to 
$5,400. 

Country Gentleman color rates 
will also be raised. A half page 
in four colors will go from $3,800 
to $4,000; half page black and one 
color from $3,100 to $3,200; three- 
quarters page in four colors from | 
$5,500 to $6,000, and three-quar- 
ters page in black and one color) 
from $4,650 to $4,800. 


Pepsodent Ups Balcom 


W. E. Balcom, formerly north | 


central states representative of the | 
Pepsodent division of Lever Broth- 
ers, has been named assistant east- 
ern sales manager with headquar- 
ters in New York. 


Navy, Inc., Appoints 


Navy, Inc., Norfolk, Va., pub- | 
News, | 


lisher of Navy Pictorial 
Army Pictorial News and USMC 
Pictorial News, has appointed Don 
Spencer Company, New York, to 
handle national accounts. 


Theis & Simpson Moves 


Theis & Simpson Company, 
newspaper representative, has 
moved its New York office from 
369 Lexington Ave. to 393 Seventh 
Ave. 


Milo Gates Appointed 


Milo T. Gates, Pacific Coas* sales | 
representative of Collier’s, has| 
been appointed advertising man- 
ager of Crowell-Collier’s West} 
Coast office in San Francisco. 


| SAN PEDRO 
| 11 AIR MILES 
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READING GLASS 
PAPERWEIGHT 


Let us send you one of these 
combination reading glass- 
paperweights absolutely 
free. Keep it on your desk 
—you’ll find many uses for 
it. Write for yours today 
~address KGER, 643-A 
South Olive St., Los An- 
geles 14, California. 
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Weveina Spot! aos veiled 


PASADENA 


22 AIR MILES 


5,000 WATTS 
DIRECTIONAL 


G BEACH 
IR MILES 


ORANGE 
20 AIR MILES | 


. SANTA ANA. 
20 AIR MILES | 


RIGHT IN THE MIDDLE OF THE GREATEST MARKET IN THE WEST 


okie Angeles PLUS olong leach / 


When the site for KGER’s new 5,000 watt RCA transmitter was selected, 
exhaustive tests were conducted first to find the location which would 
enable KGER to get the best possible coverage of both Los Angeles and 
Long Beach. We found the perfect spot near Compton (see above) ... 


literally surrounded by prosperous, 
plants. More than 4,000,000 people 


busy communities and humming war 
live in this area, including more than 


a million war-workers. Incomes are at an all-time high. KGER completely 


covers this great market! 


Through the years, KGER’s unusual type of programs has built a large 
and extraordinarily receptive audience. KGER’s rates for reaching the 
Los Angeles-Long Beach market are among the lowest of all Southern 


California stations. Every nationa 


1 advertiser and advertising agency 


should know the complete facts. We'll gladly give them to you. 


<@ \ 


REPRESENTED NATIONALLY BY SPOT SALES, 


“THE PEOPLE’S STATION” 


5,000 WATTS, DIRECTIONAL 


OWNED AND OPERATED BY MERWIN DOBYNS 


INC., NEW YORK + CHICAGO + SAN FRANCISCO 


LOS ANGELES 
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The street that made X million 
servicemen think of home 


~ 


+9 


big reason why LIFE is the most popular maga- 

zine with servicemen is that LIFE’s pictures 
of typical American scenes bring them nostalgic 
glimpses of home. 

Here’s a letter from a man in the Merchant 


Marine: 


‘“‘When I saw that quiet New Hampshire 
Street in LIFE, it made me feel a little home- 
sick. And it reminded me of what all of us are 
fighting for, too.”’ 


LIFE receives thousands of letters from men in our 
armed forces. They cite a great variety of reasons 
for liking the magazine, but the following senti- 
ments are repeated time and time again: 


‘'Believe me, you’ve done a lot to bolster 
morale here. A copy of LIFE is like a breath 
from home.’’ 


**LIFE shows me what's happening at the other 
Sighting fronts . . . and has showed my family the 
sort of life that we lead here in England.’’ 


‘“‘Whenever anybody on this atoll gets a 
copy of LIFE, it gets dog-eared in no time. 
We read it for everything from movies to 
politics and science.’’ 


“‘Keep up all those hard-hitting articles and 
editorials on national questions.”’ 


No one knows just how many million servicemen 
read LIFE. But LIFE’s regular, as well as LIFE’s 


lightweight overseas edition (which carries ) ad 
vertising), are top-heavy favorites with the | rmeé 


forces. 


This appraisal of LIFE is the more signi ic! 
because of the important part these men wil pli! 


in America’s future. 


Favorite magazine of the 


armed fo:cé® 
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PHOTOGRAPHIC REVIEW 
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: NIVERSARY CAKE—Pillsbury neatly ties in an institutional message on its 
Meh anniversary with a recipe for "75th anniversary cake" in this full color 
Bice in August McCall's, one of a series of institutional ads. (Story on Page 20). 

; 

: 

- ARTS NEWS SERIES—Shown here are officials of Hastings Mfg. Co., Hast- 
8, Mich., its agency, and the Blue Network conferring with Earl Godwin, 
¢ Network co. .ventator, just before his first commercial program for Hast- 
s July 7. Seated, left to right, are: A. E. Johnson, Hastings president; Mr. 
bdwin, and H. R. Keeling, president of Keeling & Co., Indianapolis agency 
charge. Back row: E. K. Hartenbower, sales manager, Blue central division; 
oD. H. Collins, Keeling & Co. vice-president. The newscast will be broad- 

cast 9 to 9:15 p.m. Fridays over the full network. 
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S PAPER—A four-ounce hermetically sealed, key opening tin has 
eloped by American Can Co. to replace containers of paper and 
stitutes in which soluble coffee for fighting troops was formerly 
The coffee shown here, possibly indicating a new brand or two of 
t variety for postwar consumer shelves, was packed by Henry Heide 
ces orbes Soluble Tea & Coffee Co.; G. Washington Coffee Refining Co.; 
fo Nestle's Milk Products, Inc. and The Borden Co. 
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BOND BABY —This color magazine 

page is one in Procter & Gamble’'s 

series promoting the Ivory soap war 
bond contest. (Story on Page |). 


UPPER 


BEER AND ALE 
Si 


RUPPERT ROMANCE —This summer 
window display for Ruppert beer and 
ale is installed in stores of Ruppert 
dealers in metropolitan New York and 
from Maine to Florida. It's reproduced 
in full colors from an oil painting by 
Sundblom, Chicago artist. 


TELECAST INTERVIEW — Joe Julian, 
star of Norman Corwin's shows, asks 
the questions in an interview with Sgt. 
Al Hine, of Yank, concerning the GI 
paper's printing operation in the Per- 
sian Gulf, which was telecast from 
CBS's New York television station. Sgt. 
Hine is a former assistant account ex- 
ecutive of Ketchum, Macleod & 
Grove, Pittsburgh. 


FROM COAST TO COAST—Safe-T Cone Co., Chicago, in a nationwide outdoor advertising campaign, is tying in an in- 
dustry and company story with what the armed forces think of ice cream. The company is said to be the only cone maker 
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TOOTSIE ROLLS' savazing Priavity Plaw Takes the Trade 
by Storm! We're Digging ont irem ander an At1LA00H8 
of Orders lor tmmediate Post-War Belivers! atari 
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COUPON ORDER BLANK 


OF AMERICA, Inc. 


PRIORITY—Third ad in the series being used by Sweets Co. of America 
(AA, July 24) urging wholesalers to order now for postwar delivery of Tootsie 
Rolls and other Tootsie candies is this copy, which gives a big play to the 


priority delivery certificate. 


“1 SAW A MIRACLE...” 
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Se l know how # wea with ovate bombs and ebelta than tev had the neve 
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NASH KELVINATOR 
Me we 13 


MIRACLE COPY—The "miracle" of America's war production and the postwar 

philosophy of Nash-Kelvinator Corp. are tied together in this public service 

ad, which ran July 24-29 in 179 newspapers in 155 cities, and as full pages, in 

color and black-and-white in 10 magazines. Geyer, Cornell & Newell is the 
agency. 
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using a national consumer medium to promote its product. 
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the Sun sells* 


Whether a newspaper is a big metropolitan daily or a why more than 330,000 people buy The Sun each week- 
country weekly, it is local news and the way it’s handled day—why reader interest in The Sun is high. 


that makes warm and friendly reader interest for that ; : , ; 
; And reader interest is a major reason why advertisers 
paper, and makes more people want to buy it. } fi ww 
consistently have found that The Sun gives results out of 


Local news is the No. 1 assignment of the editors of The all proportion to its circulation and cost. 


Chicago Sun. From the beginning, The Sun’s vigorous “12 : ; a 
et Chicago people in growing numbers are buying ‘The 

and alert coverage of the Chicago scene has restored to ; pc : ; ‘ 
rer ; Sun regularly ... have made The Sun their morning news- 
America’s second largest city the almost forgotten era of ae - oa ee 
a ch i . paper. That’s why, if you sell in Chicago: 
competitive newspaper reporting. Whether it is the war 


news— where accounts of how Chicago boys are living and 1. You need The Sun in any newspaper com- 
fighting are faithfully recorded each day by Suncorrespond- bination to cover Chicago completely, eco- 
ents—or whether it is the home front—in civic affairs or nomically and efficiently. 


neighborhood happenings — Sun readers are given the pick ‘ 
4 PI li oe le 2. By using The Sun alone you can make a 
of the cropofthe day's news about Chicago and Chicagoans. a ‘. — 
tremendous impact against America’s No. 2 


Thorough reporting of local news is one of the reasons market with a relatively small expenditure. 


CHICAGO'S MORNING TRUTHpaper 


100 W. Madison st., Chicago « 250 Park Ave., New York 


National Representatives: THE BRANHAM COMPANY, CHICAGO: 360 North Michigan Ave. * NEW YORK: 230 Park Ave. 
Atlanta, Charlotte, Dallas, Detroit, Kansas City, Los Angeles, Memphis, St. Louis, San Francisco 
NEWSPAPERS GET !tMMEDIATE ACTION 
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